














MANUFACTURING 
- CONFECTIONER 


PIONEER SPECIALIZED PUBLICATION FOR CONFECTIONERY MANUFACTURERS 


Ue 


























is 


PORTABLE FIRE MIXER. Exclusive break back feature. 
Reduces labor cost. Motor drive only. Gas or Coke furnace. 
Sizes 12, 17 and 20 gallon capacity. 





OVAL TYPE MARSHMALLOW BEATER. 100% sanitary. 
More beating space for volume. Faster heat discharge. 
Quick cooling. 150 and 200 pound sizes. Belt or motor drive. 





TILTING MIXER. Adaptable for caramel, nougat and coco- 
nut batches. Double action agitator. Belt drive or motor 
drive. Sizes 25, 35 and 50 gallon. 





Just So You Don’t 
FORGET -- 


SAVAGE Candy Machinery 


We cannot sell you any now unless you have 
the proper Priority Rating Certificates. Never- 
theless, we do want you to remember we have 
them, and many others. Some day the War 
will be over. 


Our 87 years of experience with every conceivable type 
and design of machinery and equipment used in the confec- 
tionery industry gives us top rank in ability to help you 
maintain your plant in first-class operating efficiency. In 
our lifetime we have acquired a great stockpile of parts for 
replacement that will serve your every need. 


SAVAGE SERVICE 


Our representatives have been schooled to check your 
requirements and to estimate on replacement and repair costs. 
Our shop is manned by a crew of expert workmen whose 
experience with, and knowledge of, every type of confectionery 
machine is entirely at your service. When they handle your 
repair job you know it will be done right. And_it will be 
done fast, with a minimum of time out for delivery, and with 


~ a skill and thoroughness that assures you of years of addi- 


tional service. 


Meanwhile, production of food and confectionery must 
go on, too. Under WPB Order L-83 and its various amend- 
ments, machinery sales are restricted. But we can give you 
a whale of a lot of help in keeping your present equipment 
in good repair and running order. There are also some new 
pieces that we are permitted to sell, under ratings that apply. 
Our large stock of replacement parts is at your service. Our 
maintenance department will give you quick, efficient service 
on repair work falling into the category of permitted services 
under L-83. Contact us today! 


There is hardly a plant in the Industry which does not have some piece of Since 1855 
SAVAGE machinery or equipment in it, giving faithful and efficient service, 


day for day, and year for year. Almost a century of service to manufacturing 
confectioners has made the name SAVAGE synonymous with candy ma- 


chine quality. 


SAVAGE BROS. CO. 


2638 GLADYS AVE., 


CHICAGO, ILLINOIS 








Has the 


Cocoanut Oil Shortage 


Left you a Problem? 


























We have developed new shortening 
and oil products that are helping 
many meet the emergency. For 
information, write to- 


WESSON OIL & SNOWDRIFT SALES CO. 
21 West Street, New York 










































































BAC ate RU U ND VALU ES « = «= 2 PART of the product, APART from the price 


DULTERATION is the enemy against which and known, therefore, to be absolutely pure. With these 








both supplier and user of essential oils must samples to guide us, we were in a position to set up 
guard. And their most effective protection is to buy from our Own exact standards for the finest essential oils. 
reliable, fair-dealing sources. In inaugurating our studies Today, even the most skilled adulteration by foreign 
of foreign centers of production, one of our major pur- agents, native middle men or distillers, could not 
poses was to obtain true samples of essential oils made elude the scrutiny of our vigilant quality control 
under the personal supervision of our own representative specialists. 
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One of the most important aids in this work of checking essential oil quality 
is the fractional vacuum distillation set-up above. By this process a ques- 
tionable oil is broken down into its various fractions, thus enabling the 
Operator to examine carefully that fraction in which the adulterant is sus- 
pected. This same process permits exact identification of all constituents 
of an essential oil. 


The Soxhlet unit, shown at the right, is a simple extraction apparatus used 
in U.S.P. tests and for special research work. 





Every lot of oil entering our plant is subjected to the most searching exami- 
nation before it is approved by our Control Laboratories and made available 
for sale. As a guarantee of satisfaction to our customers, it is a PART of 
all FRITZSCHE products, APART from their price! 


ERITZSCHE BROTHERS, Inc. 


RT AUTHORITY COMMERCE BLDG., 76 NINTH AVENUE, NEW 2 Ry N. Y. 


BRANCH STOCKS 
BOSTON CHICAGO LOS ANGELES ST. LOUIS TORONTO, CANADA MEXICO, D. F. 
FACTORIES AT CLEPTON. WM. 4. AMD SHELL ANS (Var) FRANCE 
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SATISFACTION 








palate 
is assured by the use of Merckens Cocoa 
or Chocolate Products in the preparation 
of your chocolate ice cream and syrups. 
They will have the flavor that pleases. 














Branches: New York: 250 East 43rd St. e Boston 


131 State Street e Los Angeles: 3442 West 8th Si 
Agencies: Chicago: Handler & Merckens, Inc., 180 M E ia C K E be S C 8 0 C 0 L AT E C 0 i + C 
W. Washington Street e Salt Lake City: W. H. Bintz . a 


Company e Denver: Western Bakers Supply Co Seventh and Jersey Streets, Buffalo, New York 


OIL OF ORANGE Ameri: as 
U.S.P. 
most cailed-for 


ORANGE FLAVOR 


FINEST FLAVOR 
TRUE ORANGE AROMA 
EXCEPTIONAL STABILITY 


Ask our jobbers for samples 


DODGE & OLCOTT COMPANY - FRITZSCHE BROTHERS, INC. 


v ) et, New York, N.Y N Avenue, New York, N.Y 


| ve e 


On a iy Gee Selmemen cen. aa EXCHANGE, PROD TS DEPARTMENT, Ontar 


Producing Plant: The Exchange Orange Products Company, Ontario, California 





page 6 THE MANUFACTURING CONFECTIONER 















A SYMBOL OF LEADERSHIP 
in the Pure Vitamin Field 


Ever since the first of the pure vitamins (ascorbic acid) was 
synthesized in 1934, the name Merck has been identified 
with leadership in the synthesis, development, and produc- 
tion of these vitally.important substances. 

The growing list of Merck contributions in this field 
emphasizes the outstanding réle being played by Merck 
chemists and their collaborators in making available pure 
vitamins of known and uniform potency. 

As the foremost manufacturer of pure vitamins, 
Merck & Co. Ine. offers the confectioner an established and 
dependable source of pure crystalline Vitamin B;. 

Backed by thorough experience, extensive resources, 
modern and rapidly-expanding production facilities, Merck 
is well qualified to serve manufacturers who are preparing 
to improve their products through the addition of this im- 
portant vitamin. 











Catalytic Synthesis in 
apor Phase Our scientific staff and laboratories 


are prepared to serve you, 


VITAMIN B, 
MERCK 


(Thiamine Hydrochloride U.S.P.) 
FOR VICTORY—BUY WAR SAVINGS BONDS AND STAMPS 














, Analytical Test in Vitamin 
Isolation of a Vitamin Procedure 








MERCK & CO. Ine. Manufacturing Chemists arn wa ee See Oe 


NEW YORK, N. Y. . PHILADELPHIA, PA. e ST. LOUIS, MO. + ELKTON, VA. CHICAGO, ILL. * LOS ANGELES, CAL. 
In Canada: MERCK & CO., Ltd., Montreal and Toronto 
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DIPPING GRAPES 
DIPPING KUMQUATS 
DIPPING PEACHES 
DIPPING PINEAPPLE 
DIPPING STRAWBERRIES 
DIPPING RAISINS (Plain) 
DIPPING RAISINS (Rum Flavor) 


Conc. RASPBERRY PUREE 
Conc. GRAPE PUREE 
Conc. FRESH LIME PUREE 


YEA 
BLANKE-BAER EXTR. & PRES. CO. & 


St. Louis Missouri 





















Serving 
Confectioners 
for 









35 YEARS 








CONFECTIONERS STARCHES 
_./ CERELOSE, PURE DEXTROSE SUGAR 


CORN PRODUCTS SALES COMPANY 
17 BATTERY PLACE, NEW YORK, N.Y. 
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FLORASYNTHS Imitation 


STRAWBERRY “N’ 


Clients tell us that this is the 
truest reproduction of the 


natural Strawberry flavor. 


In terms of your products, 
STRAWBERRY ‘‘N’’ will 
mean an increased popular- 
ity—the result of a truly 


superior flavoring. 





Horasynth LABORATORIES. INC. 


1533 Olmstead Avenue, New York 


CHICAGO DALLAS DENVER LOS ANGELES 
NEW ORLEANS SAN FRANCISCO SEATTLE 
Florasynth Labs. (Canada) Ltd.—Montreal - Toronto - Vancouver - Winnipeg 
Florasynth Laboratories de Mexico $.A.—Mexico City 





for July, 1942 
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Today’s Blueprint 





Tomorrow's PRODUCT 


Candy Machinery 
at Greer’s 


To BUILD the finest —to build it for better 
candy production profits—has always been our 
aim at Greer's. Greer's machines all grew that 
way. And today, in blueprints are greater ma- 
chines for a happy tomorrow, when, with the 
additional skill of present vital war-parts machin- 
ing, we turn again to the needs of the candy 


industry. 


J.W. GREER CO. 


CAMBRIDGE, MASS. 


New York Chicago 
London San Francisco 






























FIRST CLUE TO FLAVOR 
Is COLOR 


Only color can seize the hurried shopper’s eye 
and invite him to try how really good your candy 
tastes. Exactly the right color makes the sale. 
Exactly the right color — uniformly repeated — 
makes a steady customer. 


National, pioneer domestic producer of U.S. Gov- 
ernment Certified Food Colors, makes the most 
complete line of Primary Colors and Blends. With 
its 35 years experience in helping food manufac- 
turers meet every requirement of shade, strength 
and uniformity, National Certified Food Colors 
merit your careful consideration. 


We invite you to use National Technical Service 


for color matches, formulas or other helpful data. 


r 
Division 


NATIONAL ANILINE DIVISION 


BOSTON 
PROVIDENCE 
CHICAGO 


PHILADELPHIA 
SAN. FRANCISCO 
CHARLOTTE 


GREENSBORO 
ATLANTA 
NEW ORLEANS 


CHATTANOOGA 
PORTLAND. ORE 
TORONTO 
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BOOKS ABOUT CANDY MAKING 


THE PROBLEM OF CHOCOLATE FAT-BLOOM 
By Robert Whymper-_—-_---~- $2.50 in U.S.A., $3.00 Elsewhere 


A scientific discussion of fat-bloom and what can be done 
to prevent it. After establishing the fact that cacao butter 
is largely to blame for fat-bloom, or “graying,” the author 
describes various fractions of different melting points in 
cacao butter, also crystallization and the part it plays in 
fat-bloom. The influence of nut-oil and milk-fat on the ten- 
dency to form fat-bloom is discussed as well as storage 
conditions. 


CACAO FERMENTATION 
By Arthur W. Knapp---------------------------------- $2.50 


A complete treatise on the methods of preparing cacao for 
commercial use. The book contains chapters on the fermen- 
tation of the pulp, changes in the interior of the bean, the 
production of acetic acid, ripeness of the pods and improved 
methods, alternative methods to fermentation and produc- 
tion of armoa, temperatures of fermentation, and information 
about drying. 


FOOD TECHNOLOGY 
By S. E. Prescott and B. E. Proctor___.....--------~-~-~- $5.00 


Covers the broad field of sources, methods of handling and 
manufacture of the principal commercial food products. The 
book emphasizes the fundamental principles involved in the 
various methods of food manufacture and treatment rather 
than to give highly detailed accounts of the manipulations 
carried out in each particular case. 


RIGBY'S RELIABLE CANDY TEACHER 
Rr W. @. TRG ncn cece ese ec ecnccensesceecsosnececs $3.00 


Reveals valuable secrets of candy making through 900 trade- 
producing formulas. Contains valuable information for the 
experienced and inexperienced candymaker, including point- 
ers on purchasing equipment for a new shop, buying raw 
materials, arrangement of the shop, a dictionary of candy- 
making terms, a condensed table of candymaking helps, an- 
ones to questions commonly asked about candymaking 
troubles. 


CHOCOLATE COATING CANDIES BY MACHINE 
By Mario Gianini — 
A primer for the operator and for everyone else who is ac- 
tive in or connected with chocolate work. Written in simple 


understandable language it is an unusual accumulation of 
first-hand information on the subject of coating machines. 


FRUIT PECTINS 


Their Chemical Behavior & Jellying Properties 
ee | Ce $1.75 





This report is based on work carried out during a period of 
several years. It will be of real value to those who are 
working on the many problems associated with pectin. 


HANDBOOK OF FOOD MANUFACTURE 
By Dr. F. Fiene & 8S. Blumenthal___ 36.00 


A collection of practical tested formulae, descriptions and 
analysis of raw materials for the confection, ice cream, 





condiment, baking, beverage, essence, flour, preserving, 
salad dressing and allied industries. 

FOOD INDUSTRIES MANUAL 
Compiled by well known authorities___.............- $4.00 


A technical and commercial compendium on the manufacture, 
preserving, packing and storage of all food products. Con- 
tains a section on sugar, confectionery, candy, chocolate, 
jams, jellies. 


CAKE MAKING AND SMALL GOODS PRODUCTION 

By James Stewart & Edmund B. Bennison, M.Sc... ~~ $6.00 
This book contains chapters on Baking of Confectionery 
Goods, Preparation of Fondants, Confectionery Making Ma- 
chinery, Flours used in Confectionery, Moistening Agents, 
Eggs, Sugars, Chemical Aeration, Flavorings, Essences 
and Essential Oils, Spices, Colors and Coloring Matters, 
Nuts Used in Confectionery, etc. 


CHEMICAL FORMULARY 


H. Bennett, F.A.1.C. 


Thousands of practical formulae. A condensed collection of 
new, valuable, timely modern formulae for making thous- 
ands of products in all fields of industry. Vol. I $6.00, 
Vol. II $6.00, Vol. III $6.00, Vol. ITV $5.00, Vol. V $6.00. Each 
volume is different. There are many formulas on candies, 
flavors and allied products. 


Book Sales Department 


The Manufacturing Confectioner 


400 W. Madison Street Chicago, III. 
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W. know what happened on Almonds last year. 
We know how run-away Almond prices hurt man- 
j ufacturers of Almond Bars and other Almond candies 

a co re g Tole. eee . . . just as our near-crop-failure hurt us. 
Fortunately, however, that isn’t likely to happen 
again for many years —if ever. Certainly i isn’t 

re | rate! we kn Ow going to happen this season. 

Right now, the fine orchards of our thousands 
of grower members are well loaded with beautiful, 
high quality nuts. This season there is every reason 


| 
you as Q re | eee to feel sure that plenty of Almonds are going to 
| A — Anite be available . . . at reasonable prices. 
—a shortage of competing imported nuts; and 
—the government-sponsored nutrition program. 
(Almond-filled candy, you know, is rich 
in food value, as well as flavor.) 
Add, too, the well-known popularity of Almonds 
...and the fact that consumers so recently paid a 


high price for them (and will value your candies 
all the more when they see that you've been liberal 


with Almonds). 
Then add one other reason — a big and compel- 
ling reason — the fact that every piece of Almond 


candy that you put on a dealer's shelf this year is 
going to be an advertised item. If you are doing 
advertising on your own brand, then yours will be 
doubly advertised products. For we've decided to 
go the whole way in our attempt to earn your loyal 


| support this season. The California Almond Growers 
7 Exchange is launching a campaign of .. . 


NATIONAL ADVERTISING ON 
YOUR ALMOND CANDY 


Producers of some ingredients that you use have 
done a fine job advertising their products. We're 
going further. We're advertising your products — 
urging people to buy the Almond Bars and other 
Almond candies that you and other manufacturers 
will be selling. 


THIS IS AN ALMOND YEAR! 


Never before have there been so many and such 
good reasons for being liberal with Almonds in 
your piece-goods. Just add them up: 





— an assured supply ; 
— attractive prices ; 








Two of the country’s leading national magazines 
— Life and The Saturday Evening Post — will carry 
this advertising. Each advertisement will be seen by 
millions of people — men, women and children — 
in cities, towns and hamlets. And ads will appear 
every month — from October, right on through the 
cold weather. 

Remember, this is your advertising. It will help 
your Almond candy sales regardless of where you 
buy your Almonds. We hope, of course, that you 
will buy from us. As the growers’ own cooperative 
association we offer you a dependable supply, top 
CALIFORNIA ALMOND GROWERS EXCHANGE grading standards, fair prices — with special packs 

SACRAMENTO, CALIFORNIA to fit your special needs. 





TURN THE PAGE= 


for sample advertisements 








A National Advertising Campaign on 


YOUR ALMOND CANDY 


..-and it isn’t costing you a cent! 


THE SATURDAY EVENING 


Did you read the message 
on the preceding page? Then 
you know the story of this 
remarkable advertising cam- 
paign ... planned and paid 
for by the grower-members of 
the California Almond Grow- 
ers Exchange, but devoted to 
the one job of helping you 
sell Almond candies. 

Two big national magazines 
—12 quarter pages—over 40 
million messages. 

Just one more reason why 
candy manufacturers every- 
where are saying: “This is an 
Almond Year.” 
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Preparing your lines under 


Shortages in Chocolate 


by ROBERT E. CHUMASERO, JR. 


Merckens Chocolate Co., Inc. 


espite rumors in Washington and elsewhere that 

steps are being taken to promulgate some kind of 

plan whereby our imports of cocoa beans, now 
standing at about 20% of normal, will be stepped up, 
the manufacturing confectioner right now is faced with 
a serious shortage of chocolate coating. Estimates as 
of this writing, based on a ration of 60% of normal use 
during comparative months of 1941 and such shipments 
as may be expected in the immediate future, place our 
total chocolate stocks in this country at about a year’s 
supply. Since it is futile to speculate on any kind of 
increase in imports during these critical times, the next 
best thing for the confectionery manufacturer is to find 
means of making his chocolate allotment go farther and 
to turn to other types of candies to fill out his line. 

For even if some kind of import arrangement is 
worked out with the British government, which controls 
a great bulk of the world’s cocoa beans, it is 
hardly likely that the total of extra beans thus received 
will be adequate to take care of normal demand. Thus, 
it is probable that the chocolate shortage will continue 
for some time. Coating manufacturers have been re- 
stricted as to the amount of beans they are permitted 
to process and they must distribute their grind equi- 
tably among their customers. Fortunately, the additional 
sugar allowance for industrial users was also included 
in Leon Henderson’s bonus allotment announced on 
the Fourth of July. Thus, for September and October 
and available right after August 15, candy .manufac- 
turers may find that their increase in sugar may make it 
somewhat easier to approach the problem of reduced 
chocolate allowance. Under the 80% sugar allotment for 
use in September and October, manufacturers may use 
up such sugar as they may have been saving for the 
later heavy season, with full assurance that they will 
have no trouble replenishing their sugar stocks. 

Under the chocolate shortage, it is now necessary for 
confectionery manufacturers, particularly retail manu- 
facturers whose lines predominate in chocolate work, 
to give serious consideration to various means at their 
disposal of stretching their chocolate allowance. By 
far the best suggestion heard in retail circles seems 
to me to be that of taking assortments which were featur- 
ed only in summer during normal times, and continuing 
them right on through this coming winter. Naturally, 
they cannot be called summer lines if you are going 
to carry them through Fall and Winter. So, when the 


for July, 1942 


Carry “summer lines” through winter 
and make curtailed chocolate supplies 
last longer, counsels chocolate man 


summer season is actually 
over it may be necessary 
to continue these same 
pieces, but to change their 
assortment and the man- 
ner in which you package 
them. At any rate, what- 
ever you do, they should 
not be continued as “sum- 
mer candies.” It will be 
one of your problems, if 
you follow this line of 
reasoning, to find other 
catchy and popular names 
for these “summer” can- 
dies which will now be- 
come “all-year” candies. 

Another suggestion is to 
increase the number of 
your so-called “home-made” pieces, such as kisses, fudge 
wrapped caramels, nougats, etc. This suggestion is partic- 
ularly apropos now that the sugar allotment has been in- 
apropos now that the sugar allotment has been in- 
creased. It is also a good idea to half-dip some of the 
pieces which you have formerly full-dipped, such as 
nougats, orange peel, almonds, and other similar pieces. 
We often find that the retailer offers only vanilla and 
chocolate flavored caramels. Why not make a more com- 
plete assortment? One of the large west coast retail 
shops has for several years been doing a very successful 
business on caramels in which very high-quality real 
fruit flavors are used, and this shop gets $1 a pound 
for these unusual caramels! 


R. E. Chumasero, Jr. 


In connection with the merchandising of fruit flavored 
caramels, the introduction of such lines may require a 
certain amount of persistent suggestive selling to your 
clientele. ‘Nevertheless, if your caramels are made as 
they should be and if the quality of the fruit flavor you 
use is of the very best and the proper amount of effort 
is put behind this merchandise, there is no reason why 
your customers can not be educated to them as well as 
customers in any other territory. 

It is very possible that before the chocolate situation 
improves, it may even become necessary for the retail 
shop to require its customers to buy a certain amount 
of non-chocolate candy in order to obtain any choco- 
late pieces at all. This is, of course, the very gloomiest 
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side of the picture, but it is nevertheless a clearly indi- 
cated possibility if the present chocolate situation con- 
tinues. Granted that there may actually be underway 
a plan for increasing our imports of beans from the 
African Gold Coast, and granted that the plan may 
eventually be put into play, we still have the submar- 
ine menace to consider and the realization that, at best, 
only a small amount of shipping can be designated for 
cocoa bean import. In addition, while we were some- 
what non-plussed, for the first several weeks, when our 
ready supply of sugar was curtailed, we nevertheless 
soon found other sweetening agents with which to aug- 
ment the sweetness factor in our candies. But there is 
only one chocolate. 

In this Fall’s window displays, feature assorted can- 
dies and do not confine yourselves chiefly to chocolates. 
Rather, put into your windows such things as caramels, 
toffees, brittles, nut pieces, etc., to give your customers 
a good idea of what other things, besides chocolates, 
you have to offer. In putting your extra sales effort 
behind these other candies, it is very important to have 
these assortments well named. Don’t just put a hit- 
-and-miss name on such a non-chocolate assortment. 
Choose the name carefully and make it create an ap- 
petite appeal. Actually, I saw an assortment recently 
which was called “No Chocolates.” It doesn’t require 
a great deal of ingenuity and less brain effort to name 
an assortment that way. The tragedy of this box was, 
in my opinion, that it really carried a fine variety of 
nougats, jelly pieces, caramels, bon tons, etc.—all high 
class candy. Imagine anyone’s appetite being aroused 
by the words “No Chocolates.” 

During the summer months is a good time for the 
candy maker to do some experimental work on some 
of the pieces that can be incorporated into the fall 
lines. Business lags a little in the hot months, so that 
the candy maker often has time on his hands for re- 
familiarizing himself with some of the things he has 
forgotten in the rush of chocolate work in normal sum- 
mers. There are a host of good eating pieces that re- 
quire no chocolate at all. It seems to me that the re- 





Unique window display featured by retail. fact Cc lly 
in Lynn, Mass. Feature is a turn-table containing figures of 
Hitler, Mussolini. and Hirohito and a stationery figure of Uncle 
Sam. As the figures of the Axis leaders rotate, Uncle Sam knocks 
them down with left hooks to the jaw. This display has attracted 
great attention. and police protection was required to save the 
store windows the first day the display was in operation. 
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tail manufacturer is the one who should take the lead 
in bringing the public back to pieces without chocolate 
in these times. His lines as a rule are not so well es- 
tablished that he must continue to make a certain kind 
of piece just because he has become accustomed to 
doing so for a number of years. Further, a change 
in lines is less upsetting in the routine of the retail 
shop than it is in the wholesale establishment. Finally, 
with a relatively small force of skilled workers, the 
job of educating the force to make these other pieces is 
less formidable than in a large factory where the 
whole gamut of skilled and semi-skilled help must he 
educated to the new lines at considerable loss in time. 

Ingenuity pays off well in the retail line. This has 
been proved so many times in the past, in a hundred 
different shops in a hundred different areas, that it seems 
redundant to mention it again. By all means, take time 
out this summer to give thorough consideration to a 
number of different pieces that you haven’t made for 
some years. The extra sugar allowance ought to make 
this fairly easy. Make several experimental batches 
of each line and give painstaking attention to the details. 
Then when you have satisfied yourself that you have 
what you want, project this into the larger-batch pro- 
duction and give careful attention to your costs. With 
the time at your disposal now, you should be able to 
come forward with 10 to a dozen new and unusual 
pieces which you can offer your Fall trade. 

Another suggestion for the manufacturing retailer is 
to make revisions in the assortments which are packed at 
their kitchens. Try putting in about 60% chocolate- 
covered pieces, with the balance of the box made up of 
home-made types of non-chocolate items. By pushing 
the sale of such packages the retailer will keep his sales 
more in line with the amount of chocolate he will be 
receiving from the manufacturer. 

In conclusion, it seems worth while for the manu- 
facturing retail trade to follow the suggestions which 
have been made and thus, help “stretch out” their quota 
on chocolate coverings. 


May Candy Sales 
Up 35 Per Cent 


An increase of 35 per cent in sales were reported by 
manufacturers of confectionery and competitive chocolate 
products for May, 1942, compared with the same month 
of last year, according to the Department of Commerce. 
The increase for April was 36% over April of last year. 
A loss in dollar sales of 16 per cent was registered for 
May compared with April of this year. Sales for the first 
5 months of 1942 were up 30 per cent compared with 
the same period in 1941. Poundage sold in May, 1942, 
was only 7 per cent greater than the quantity sold in 
May °41. Average price per pound of 18.8c for May is 
4c higher than the price per pound recorded for May 
"41 and represents only a slight-decrease for the highest 
price per pound (19.2c) recorded for the past five years, 
which was registered in April of this year. Manufacturers 
of chocolate competitive to confectionery recorded the 
highest dollar sales percentage for class of manufacturers, 
with 48%, over May of last year. 
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Deen in the Heart of 
TEA AS 
Cactus Candy 


Shortages and priorities will have little effect on 

this manufacturer of candy, for his principal in- 

gredient grows free and fresh under sunny Texas 

skies, in abundance. The story of George D. 
Carameros, El Paso. 


exas is known for its wide open spaces, its Rangers, 

the Alamo, Kelly Field, “Deep in the Heart of 

Texas,” and——cactus candy, sweet of the desert. 
Leading manufacturer of this unique confection is George 
D. Carameros of El Paso, Texas. The best part of his 
set-up is that he can go right out into the desert and 
pick up, anywhere and at little cost, all of the barrel 
cactus he wants and needs, for this plant grows wild in 
the rugged desert country around El Paso. 

Candy made from the barrel cactus is not new with 
Carameros. It has been the favorite sweet of the Mexi- 
can and Indian peoples of the Southwest for centuries. 
The plant is noted for its juicy interior, and the life 
of many a desert wanderer has been saved by this squat 
little plant because its moisture-laden pulp, when chewed, 
will relieve the pangs of thirst. Trouble with the old 
Mexican candy made from it was, though, that it couldn’t 
be kept over a couple of days before it turned mouldy. 
Mr. Carameros discovered a way to preserve it, how- 
ever, and today his candy is shipped all over this country 
and to many foreign lands. 

What about the man who built this idea into a profit- 
able business? George Carameros was born in Greece 
and was a grown man when he came to Mexico to live. 
However, the Mexican Revolution changed his mind 
about staying in Mexico, so he crossed the border to 
El Paso. He was down to his last few dollars when he 
arrived in the U.S.A. His Spanish was fluent, but he 
knew little or no English. He finally obtained a job 
behind a soda fountain in a small confectionery store, 
where he worked 11 hours a day, seven days a week, 
for the magnificient salary of $7 per week. Yet it was 
here that he first came in contact with candy making, 
and it was this experience which prepared him for his 
opportunity when it came. 

Walking in the Mexican quarter of El Paso one day, 
he came upon an old Mexican vendor with a pushcart 
filled with candies of all kinds. In the assortment was 
one kind Carameros had never seen before. He bought 
a piece and was immediately struck with the unusual 
flavor and tastiness of the little square. The old Mexican 
called his candy “Cubeirto de Viznaga,” or little squares 
of Viznaga, which is the Mexican name for the barrel 
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cactus. Carameros offered the man a dollar if he would 
let him watch how the candy was made. After watch- 
ing the Mexican gather and cook up the pulp of the 
cactus, Carameros made some cactus candy of his own. 
He packed it away in boxes, made careful notes on his 
cook and other procedure, and then stored the candy 
away to see how it would “keep.” 


These experiments, started in 1918, continuel until 
1924, when quite by chance, Carameros discovered that 
one of the batches he had made was still practically fresh 
after standing two weeks on a shelf in his room. This 
was it! Checking his records, he found the formula 
that made the successful batch, and this is the one he 
is using today with but few changes. In the next five 
years his business grew tremendously, first from the 
tourists, then from mail-order customers who had re- 
ceived gift boxes from friends visiting El Paso, then, 
eventually, from distributors. It is still the main product 
of the Carameros plant today, although other lines have 
been added since then. 

When he started out 20 years ago, Carameros cooked 
his batches on a kitchen range in a small kettle. Today 
his plant has three 200-lb. retorts, four gas-fired furnaces, 
four 50-gal. kettles, and 500 wire trays on which the 
cooked pulp is placed to drain. This equipment is used 
for the making of cactus candy only. His chocolate- 
making and fondant-cooking equipment is the usual 
type, but is modern, since his chocolate work began only 
in 1933. 

The Carameros plant once employed 25 persons in 
various capacities, but the payroll has been reduced 
through the introduction of mechanical improvements 
and automatic equipment. Last year marked the highest 
point in annual production volume. 

Sold throughout the United States, Carameros candy 
(cactus candy as well as chocolates) is handled by 
jobbers, and by curio shops and department stores 
which are sold direct. The bulk of the cactus candy 
goes to the tourist trade and to mail-order business re- 
sulting from tourist purchases. A great deal of the 
success and appeal of the candy for the tourist trade lies 
in the packaging used. Featuring ideas and illustrations 
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that are typically southwestern in character, the pack- 
ages are appealing and sales-compelling. 

Eight different types of container are used in various 
sizes. Four of these are standard boxes each featuring 
a desert scene or some other typically southwestern idea. 
One of his best boxes is that which features an illustra- 
tion of the famous Mexican Hat Dance, or “Jarabe Tapa- 
tio.” Another good seller is a box showing a famous old 
mission in Mexico. A third box has an illustration of the 
giant saguaro cactus, and the barrel cactus from which the 
cactus candy is made. An interesting package is the 
one which has a reproduction of a hand-painted desert 
scene. This is removable and suitable for framing. In 
all of these designs, the brilliant warm colors of the 
southwest are freely used. 


Four other novelty containers complete the line. All 
are useful after the candy has been removed. The first 
is a hand-made Indian basket with the Aztec calendar 
inscribed on the top. Another is a decorated clay bowl 
which may be re-used as a flower pot. A miniature 
barrel cactus made of clay also has re-use value, as does 
the fourth item, a hand-painted pottery sombrero, which 
may be used as an ash tray when the candy is eaten. 


The story of George D. Carameros is not so different 
from that of many another immigrant, German, Italian, 
Greek, Swiss, English, or Norse, coming to America, 
starting in very humble circumstances, and finally achiev- 
ing success in the candy business. Most of our candy 
“families” had their American origin in this pattern. 
Yet George Carameros is different in that he had no 
previous contact with candy manufacture before coming 
here and that he found here, on the American continent, 
a confection which he developed from a purely local, 
short-lived sweet into a successful commercial product 
with delicious taste appeal and keeping qualities, which 
he now sells all over the nation and in foreign countries. 
Different too, perhaps, is the type of spirit and dogged 
determination which drove him on for six years to 
continue making what must have amounted to thousands 
of small batches before he finally hit upon the right thing: 

Married to an American girl several years after his 
arrival in the United States, George Carameros has two 
sons, 17 and 18 years old, who should be about ready 
now to help carry on the business, if Uncle Sam doesn’t 
need them for a little unfinished business, first. As an 
ex-soldier in the Greek army himself, before coming to 
America, George Carameros, American, will want his 
sons to help protect the land which gave him his op- 
portunity. 








George D. Carameros experimented for six years before he 

found the right method of cooking and the right mixture of syrup 

in which to cook the cactus pulp to retain palatability and to 
preserve shelf-life. 


Below. at the left: Scene in the Carameros packing department 

where the cactus candy is put into the various tourist novelty pack- 

ages and commercial boxes. At right: How the prickly spurs 

care removed from barrel cactus before pulp is cut up for use in 
cactus candy. 
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THE INDUSTIRW’S CANDY CLINIC 


HELD MONTHLY BY THE MANUFACTURING CONFECTIONER 


The Candy Clinic is conducted by one of the most experienced superintendents in the candy 
industry. Some samples represent a bona-fide purchase in the retail market. Other samples 
have been submitted by manufacturers desiring this impartial criticism of their candies, thus avail- 
ing themselves of this valuable service to our subscribers. Any one of these samples may be yours. 
This series of frank criticisms on well-known branded candies, together with the practical “pre- 
scriptions” of our clinical expert, are exclusive features of THE MANUFACTURING CONFECTIONER. 


Gums and Jellies - Marshmallows 


CODE 7A42 
Jelly Drops—1 lb.—15c 


(Purchased in a department store, 
Chicago, III.) 


Sold in Bulk. 

Colors: Good 

Texture: Good. 

Flavor: Good. 

Sugaring: Good. 

Remarks: A good eating jelly drop at 
this price. 


CODE 7B42 


Toasted Marshmallows— 
1 Ib.—29c 


(Purchased in a department Store, 
Chicago, III.) 


Sold in Bulk. 

Marshmallow Color: Good. 

Texture: A trifle tough. 

Flavor: Good. 

Coconut: Good. 

Remarks: Suggest marshmallow be 
checked up as it is too tough. 


CODE 7C42 
Chocolate Pebbles—1'% ozs.—5c 


(Purchased in a drug store, 
Chicago, III.) 

Printed folding box. 

Colors: Good. 

Panning: Good. 

Flavors: Fair. 

Centers: Good. 

Remarks: A neat package. Suggest 
coating ‘be a trifle thinner as pieces 
were too hard. 
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CODE 7D42 
Marshmallows—1 lb.—15c 


(Purchased in a chain store, 
San Francisco, Cal.) 
Appearance of Package: Good. Four 
4 oz. packages, each wrapped in wax 
board box, printed in red and white. 

Color: Good. 

Texture: Good. 

Flavor: Good. 

Remarks: The best one pound of 
marshmallows that the Clinic has 
examined this year. 

Packaging exceptionally good for 
marshmallows. 


CODE 7E42 
Tangerine Slices—2'2 ozs.—5c 


(Purchased in a cigar store, 
San Francisco, Cal.) 
Appearance of Package: Good. Plain 
cellulose bag, printed paper clip on 

top. 

Color: Good. 

Shape: Good. 

Flavor: Fair. 

Texture: Trifle tough. 

Remarks: Slices are not up to stand- 
ard. Suggest piece be made tender 
and a better flavor used. 


CODE 7F42 


Chocolate Covered Marshmallow 
—1 lb.—60c 
(Purchased in a drug store in 
Chicago, III.) 
Sold in Bulk. 
Coating. Dark: Good. 


Center: Vanilla marshmallow. 
Color: Good. 
Texture: Good. 
Flavor: Good. 

Remarks: While candy was good, 60c 
is a trifle high for chocolate covered 
marshmallow. 


CODE 7G42 
Marshmallows—8 ozs.—10c 


(Purchased in a 5c and 10c Store, 
i ws. Send 

Appearance of Package: Good. Printed 
cellulose bag. 

Color: Good. 

Texture: Good. 

Flavor: Good. 

Remarks: The best marshmallow that 
we have examined this year at this 
price. 


CODE 7H42 

Assorted Ju Ju Toy Mix—1 lb.—23c 

(Purchased in a drug store, 

Chicago, III.) 

Sold in Bulk. 

Color: Good. 

Texture: Good. 

Flavors: Good (See Remarks) 

Remarks: Flavors were good but not 

strong enough. 


CODE 7142 
Orange Slices—1 lb.—59c 


(Purchased in a drug store, 
Chicago, III.) 
Sold in Bulk. 
Colors: Good. 
Texture: Good. 
Flavors: Good. 
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CANDY CLINIC SCHEDULE» 
FOR 1942 


- 
ie monthly schedule jof 


the Candy Clinic is listed below. 


en submitting items, send ‘duplicate samples by the Ist 
of month preceding the month onoeee.. 


JANUARY—Holiday Packages: Hard Candies 
FEBRUARY—Salted Nuts: Chewy Candies; Caramels 
MARCH—Assorted One-Pound Boxes of Chocolates 
MAY—Easter Candies and Packages: Molded Goods 
JULY—Gums and Jellies: Marshmallows 


AUGUST—Summer Candies and Packages: Fudge, 
SEPTEMBER—Bar Goods of all types a2 smite 
OCTOBER—Home Mexies: Sc-10c-15¢-25¢ Packages Dikteat 


Kinds of Candies .. 


7896 


wabrene & 


NOVEMBER—Cordial Cherries: Panned Goods: Ic Pieces 


DECEMBER—Best Packages and Items of Each Type Consid- . 
ered During Year: Special Packages: New Packages _ 





Remarks: The best orange slices that 
the Clinic has examined this year. 
Well made and flavors were of the 
best. 


CODE 7}42 


Assorted Jelly Drops— 
2% ozs.—Sc 


(Purchased in a cigar store, 
San Francisco, Cal.) 
Appearance of Package: Good. Six 


jelly drops, printed cellulose wrap- 
per. 


Colors: Good. 
Texture: Good. 
Flavors: Good, except grape flavor. 


Remarks: A good eating jelly drop. 
Suggest the grape flavor be left out 
as it is almost impossible to get a 
good true grape flavor. 


CODE 7K42 
Bulk Licorice Mixture—8 ozs.—10c 


(Purchased in a department store, 
San Francisco, Cal.) 
Panned Licorice: Good. 
Licorice Squares: Good. 
Licorice Drops: Good. 
Licorice Strings: Good. 


Licorice Covered With 
Nonpareils: Good. 


Texture of Pieces: Good. 
Flavor: Good. 
Flavor: Good. 


Remarks: One of the best Licorice 
mixtures that the Clinic has ex- 
amined this year. 
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CODE 7L42 
Lemon Jellies—1! Ib.—15c 


(Purchased in a five and ten store, 
New York, N. 
Sold in Bulk. 
Color: Good. 
Texture: Good. 
Flavor: Fair. 


Remarks: Suggest more flavor be ad- 
ded as flavor was very weak. 


CODE 7M42 


Assorted Sugar Jellies— 
1% ozs.—5ec 
(Purchased in a subway station, 
New York, N. Y.) 
Appearance of Package: Good. Ten 
jellies on a board, printed cellulose 
wrapper. 
Colors: Good. 
Texture: Good. 
Flavors: Good. 
Sugaring: Good. 
Remarks: A good looking jelly packet, 
one of the best we have examined 
this year. 


CODE 7N42 
Marshmallow Peanuts—1 lb.—20c 


(Purchased in a department store, 
Chicago, III.) 

Sold in Bulk. 

Color: Good. oe e* 

Texture: A trifle dry. 

Flavor: Too strong. 

Remarks: Suggest piece be checked 
up as it is too dry also suggest 
less flavor be used. 
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CODE 7042 


Marshmallow Novelties—10c doz. 
(Purchased in a department store, 
Chicago III.) 

Sold in Bulk. 

Colors: Good. 

Texture: Good. 

Flavor: Good. 

Remarks: One of the best marsh- 
mallow novelties that we have ex- 
amined this year. 


CODE 7P42 
Assorted Jellies—1 lb.—34c 
(Purchased in a department store, ; 
Chicago, IIl.) 

Sold in. Bulk. ce 

Spliced Drops: Good. a 

Jelly Squares: Good. 

Jelly Rings: Good. 

Spiced Strings: Good. 

Remarks: One of the best jelly as- 
sortments we “have examined this 
year. Jellies. were well made and 
flavors were better than we find 
in most jellies at this price. 


CODE 7Q42 
Assorted Jelly Squares— 
1 Ib.—60c 


(Purchased in a retail candy shop, 
New York, N. Y.) 


Sold in Bulk. 


Colors: Good. 
Texture: Good. 
Flavors: Good. 
Squares were rolled in coconut. 
Remarks: Very good eating jelly 


squares, suggest coconut be left off 
as it had a slight rancid taste. 


CODE 7R42 


Chocolate and Marshmallow 
Chunks—1 lb.—70c 
(Purchased in a retail candy shop 
New York, N. Y.) 

Sold in Bulk. 

Chocolate: Had a very cheap taste. 

Marshmallow: Good. 

Remarks: This candy~?s’ highly priced 
at 70c the pound. The Clinic has 
examined better at the price of 40c 
the pound. 


CODE 7S42 


Crystallized Gum Pattees— ©” 
1 lb.—34c > 
(Purchased in a retail candy shop, 
New York, N. Y.) 
Sold in Bulk. 
Colors: Good. 
Texture: Good. 
Flavors: Good. 
Crystallizing: Good. 
Remarks: The best Gum Pattees that 
we have examined this year. 


CODE 7T42 
Gum Hats—1 lb.—23c 
(Purchased in a +~ery store; 
New York, N. Y.) 
Sold in Bulk. 
Shape of Pieces: Good. 
Colors: Good. 
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Flavors: Fair. 

Texture: Good. 

Remarks: A good eating gum piece 
and well made. 


CODE 7U42 
Assorted Jellies—2 ozs.—5q 


(Purchased in a hotel lobby; 
New York, N. Y.) 


Appearance of Package: Good. Ten 
Jellies in a “boat,” Printed cellulose 
wrapper. 

Colors: Good. 

Texture: Good. 

Flavors: Good. 

Remarks: One of the best 5c jelly 
packages that we have examined 
this year. 





CODE 7V42 
Assorted Jellies—1 lb.—60c 


(Purchased in a retail candy shop, 
New York, N. Y.) 


Appearance of Package: Fair. 

Box: One layer, white printed in 
brown. 

Appearance of Box on Opening: Good. 

Gum Drops: Good. 

Spiced Opera Drops: Good. 

Marshmallow Jellies: Good. 

Strawberries: Good. 

Crystallizing: Very Good. 

Remarks: The best jelly package that 
we have examined this year. Very 
well made and good eating. 





CANDY TIED WITH 
Means 


We have largest stock in the 
Middle West 


Satin —— Messaline—Tingsel—- 
Novelty Ribbons—Rib-O-Nit 
—Ready - Made Bows—and 
Rosettes. 





Immediate Delivery 


R.C.TaFT Co. 


429 W. RANDOLPH 8ST. CHICAGO 


CODE 7W42 
Assorted Fruit Slices—12 ozs.—60c 
(Purchased in a chain retail shop, 
New York, N. Y.) 
Appearance of Package: Very good. 
Assorted slices are packed in a glass 
dish, overall wrapper of Amber 
cellulose, gold and blue seal. 
Colors: Good. 
Texture: Good. 
Flavors: 
In Center: one Strawberry: Good. 
one Mint Marshmallow: Good. 
Lime Slices: Good, 
Blood Orange: Good. 
Remarks: A novel and _ attractive 


RIBBON SPECIALISTS 


Large Range of Ribbons 
For Candy Packages 
Gauze Ribbons—Satin and 


Novelty Effects—Ribbonzene 
and Tinsels 


“Where quality merchandise 
Cests ne mere" 


W-E-R RIBBON CORP. 


440 Fourth Avenue New York, N. Y 














package. Neatly arranged and well 
planned. 

The best fruit slices that we have 
examined this year. 

Suggest Lemon slices be added. 


CODE 5Y42 


Marshmallow Eggs— 
one dozen—10c 


(Purchased in a department store, 
Chicago, III.) 


Sold in Bulk. 

Colors: Good. 

Eggs: These were rolled in colored 
nonpareils. 

Center: Marshmallow. 
Color: Good. 


AVLON’S 
MAPLE 


“For delicious maple 


~can@ies use Avion's 
Maple, a real maple 
sugar, concentrated. 
Write for working 
sample." 


AVLON’S FLAVORS 


125 Dwight St Springtield, 





Texture:- Very tough. 
Flavor: Lacked flavor. 

Remarks: Eggs are not up to the stan- 
dard of other marshmallow eggs 
that the Clinic has examined at the 
same price. 


CODE 5Z42 
Fruit and Nut Egg—2 ozs.—5c 
(Purchased in a department store, 
Chicago, III.) 
Box: Folding, printed in yellow, red 
and light blue. 
Coating: Dark: Good for a 5c seller. 
Center: Color: Good. 
Texture: Good. 
Taste: Good. 
Remarks: The best 5c cream Fruit and 
Nut Egg that the Clinic has exam- 
ined this year. 


CODE 5AA42 
Chocolate Cream Eggs—S for 10c 
(Purchased in a department store, 
Chicago, III.) 

Each egg wrapped in printed glassine 

wrapper. 

Coating: Dark. 

Center: Colors: Good, 
Texture: Good. 
Flavors: Fair. 

Remarks: Maple flavor was too strong. 
The fruit center had leaked and egg 
was stuck tight to the wrapper. 
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THIS HAPPEN TO 


Don’t cuss! You can avoid 
this by having your “M.C.” 
sent to your home. Then you 
will always know where it is 
when you need and want it. 


PRICES 
1 year .......$3.00 


| 
2 years ......$5.00 | 
(Enclose check with order) | 
] 
| 
| 
| 


MANUFACTURING CONFECTIONER 
400 W. Madison St., Chicago 


YES, here’s my check. Send the “M.C.” to my home. 
I'll fix those guys! 


CHICAGO, ILLINOIS 


Name .... 


PERRO ERHEEHEEEEEEEEEEEEEEEEEEEEEEE HEED 
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Sugar and Chocolate 


Reng of the allowance of Sugar for industrial users 
to 80% under the Henderson July 4th edict will come 
as welcome news to the entire industry. To some, the 
quota increase has appeared as a political move to put 
public favor behind Mr. Henderson’s request for 140 mil- 
lion dollars to run the OPA, which had met tough resis- 
tance from Congress. To others, the increase has acted 
merely as a substantiation of their belief from the first, 
that there never has been a real need for sugar rationing. 
Whether either one of these views or Mr. Henderson’s 
contention, that the increase was granted to make room 
for new-crop sugar, are the right answers, will be shown 
by future sugar developments. What is significant is 
that the extra sugar will be available just when it can 
do the most good—September and October, when holi- 
day production reaches it peak. 

Causing much greater concern is the Chocolate sit- 
uation. Chocolate processors are now operating under 
an allowance of beans based on 60% of their grind in 
corresponding perieds of 1941. This quota will: re- 
main in effect for the duration of the war (with possible 
further reductions if supplies dwindle) unless a real 
effort is made to get more beans into this country from 
African growing areas. The South American crop, which 
usually reaches this country about now with shipments 
continuing into November, is enough only to supply 
about a third of our requirements. The other two-thirds 
has usually come from across the Atlantic. 


Shipping is, of course, the source of the chocolate 
problem. There are rumors afloat of a pending “deal” 
under which limited shipments of beans would be per- 
mitted from Africa. For some unknown reason, no 
positive action has been taken by the English, who con- 
trol African beans, nor by our own government, repre- 
senting one of the greatest markets for those beans, 
Perhaps our own quiescence stems from the fact tha 
the American chocolate industry does not carry enoug 
political weight or nuisance value to produce action fro 
our own authorities. 


Ships coming to this country from Africa are sorely 
needed for critical war materials, such as manganese 
and the like. But ships coming from English ports are 
reported to be carrying woolens and other materials 
which, strictly speaking, are no more essential to our 
war needs than cocoa beans. Among the American 
chocolate interests, as one group, the present situatior 
does not tend to foster a very cordial attitude to- 
ward those who control African beans. America 
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authorities, and the English tradesmen, too should 
not overlook the potential dynamite from the stand- 
point of economic warfare which lurks in the cocoa 
bean producing areas in Africa more or less controlled 
by the Free French. Both the British-held and Free 
French bean producing areas are almost entirely de- 
pendent upon revenue from cocoa beans for their 
economic welfare. Should Axis agents succeed in per- 
suading Free French African bean growers to throw 
in their lot with Axis markets, the political fat would be 
in the fire. We can head this off by going after those 
beans right now. The benefit that would accrue to 
American chocolate processors and the American con- 
fectionery industry would thus appear to be merely in- 
cidental to a more far-reaching move on the world 
political front. 


It's “Coconut” 


Vine our entry into the War, the newspapers and trade 
press have been full of reports about “cocoanut” and 
“cocoanut oil.” Almost without variation, the press has 
chosen to go along with the more antiquated way of 


spelling this word. THE MaANnuFAcTuRING Con- 
FECTIONER has, from its very beginning, chosen the 
shortened spelling of “coconut” which is given pref- 
erence in up-to-date dictionaries. Our own policy on 
this hasn’t been dictated by our superior knowledge of 
Webster’s handy book, but rather by a desire to avoid 
confusion. We are in an industry that has a high in- 
terest both in coconut and cocoa beans. Both happen 
to grow on palm-like trees in tropical countries, but 
there any resemblance or relationship stops. 

It must be quite confusing for the layman to read 
on his candy label that the bar he bought contains 
both cocoa and “cocoanut” oil. Most times be believes 
the last-named ingredient means “cocoa butter,” with 
which he may be familiar since it has been used some- 

) what in the cosmetic trade, and in other consumer goods. 
It is noted with interest that most Government reports 
8 R dealing with this product, hew strictly to the line and 
spell it “coconut,” which is proper. Here, then, is a 
recommendation to the industry to adopt the simplified 
spelling for all its labels (if you are still lucky enough 
o have “coconut,” and “coconut” oil) and wherever the 
product is mentioned in print. At that, if domestic 
vegetable oil producers follow through on their present 
opportunity, we may not hear so much about “coconut” 
oil in candy of the future. 
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BEST ‘“‘TIP’’ ON 
MARKET 


THE 


LOOKING FOR A MONEY-MAKER? 


Wherever sold, Exchange Pectin Jelly Candy is 
first choice—pays off promptly in fast-growing 
repeat business. With Exchange perfected formulas 
and the proved economy of Exchange Citrus 
Pectin, you can’t miss making profits. 


jor July, 1942 


Run a lest batch yourself —see the brilliant clarity 
and always-tender texture of Exchange Pectin 
Candy. Learn how it cuts production time—sets 
and cools in a few hours—packs perfectly in bulk. 


Then try one—and see if you can keep from eating 
another. For proof of profit, use the coupon now. 


CALIFORNIA FRUIT GROWERS EXCHANGE 


PRODUCTS DEPARTMENT 
ONTARIO, CALIFORNIA 
189 W. Madison St., Chicago 99 Hudson St., New Yor? 


California Fruit Growers Exchange 
Products Dept., Div. °97. Ontario, California 


Send us costs and specifications on Exchange Pectin 


Goods. 
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CONFECTIONERS’ BRIEFS 


Walter T. Hall 
Dies at 85 


Walter T. Hall, president of Walter T. Hall & Co., 
Oztumwa, Iowa, died July 5, after several months’ 
illness. He was 85 years old. Mr. Hall was born 
on a farm near Ottumwa, May 24, 1857. At a very 
early age he went to work for a spice and extract firm 
in Quincy, Illinois, after graduating from high school 
in that city. He later came back to Ottumwa and in 
1880, started his own tea, extract and spice business. 
Later he also added some confectionery lines on a 
jobbing basis. In 1885, he bought the candy manu- 
facturing equipment of the old Bolton Candy Co., 
Ottumwa, and started the manufacture of confection- 
ery. Since that time he had been actively connected 
with the business until ill health forced his retirement 
a few months ago. Mr. Hall was a charter member 
of the old Midland Confectioners’ Association, which 
he helped to organize in the early 90’s. He served 
this organization as president in 1916 and continued 
to support the association actively until it was dis- 
banded about 20 years ago. Mr. Hall was said to have 
been the oldest living member of the National Con- 
fectioners association at the time of his death. He 
was the first candy manufacturer west of the Mis- 
sissippi to make “butter creams” and the second to 
dip chocolates. Mr. Hall had also been president of 
the Fidelity Savings Bank in Ottumwa for several 
years, but retired the first of this year. He had also 
served as president of the local Chamber of Com- 
merce and was a director, also, of the Ottumwa Iron 
Works. He is survived by his two daughters, Mrs. E. 
Wulfekuhler, Sr. and Mrs. John C. Stolz. The business 
will be continued under the management of their two 
husbands, both of whom have been active in it for the 
past 25 years. 





Liddell Elected to 
Head Southern Association 


A. R. Liddell, Liddell Candy Co., Shreveport, La., was 
elected president of the Southern Wholesale Confectioners 
Association at this group’s annual convention at Biloxi 
last month. Frank P. Corso, Biloxi, Miss., was chosen first 
vice president, and Evans George, Ouachita Candy Co., 
Monroe, La., was elected second vice president. C. M. 
McMillan, Atlanta, Ga., again became secretary-treasurer. 
C. C. Lindsey, Victory Specialty Co., Roanoke, Va., re- 
tiring president, heads the board of directors which 
includes the following: Sam Sawyer, Sawyer Candy Co., 
Elba, Alabama; W. S. Compton, W. S. Compton Co., 
Little Rock, Ark.; J. D. Stamatelos, Pensacola Cigar & 
Tobacco Co., Pensacola, Fla.; J. P. Henenbaum, Tenen- 
baum Bros., Atlanta, Ga.; E. Ray Jones, Jones Candy 
Co., Owensboro, Ky.; Louis Krielow, Krielow Grain & 
Mercantile Co., Jennings, La.; H. H. Biedenharn, Bieden- 
harn Co., Inc., Vicksburg, Miss.; Clyde A. Short, Shelby, 
N. C.; Guy Slagle, SJagle Candy Co., Conway, S. C.; 
and C. R. Starkey, Starkey-Matthews Co., Suffolk, Va. 


Chicago Candy Men 
Help Wilhelmina Fund 


Over $19,000 has been collected from Chicago candy 
men and executives of middle-western candy factories for 
the Queen Wilhelmina Fund, for the destitute and home- 
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is twice as sweet and three times as fluid as ordinary corn syrup. Because of its 
laboratory-perfected characteristics, “SWEETOSE" contributes to the quality, texture, 
flavor, and life of the products in which it is used. 


Sweetose 


.. - and the accent is on “SWEET”! 


ECAUSE of "SWEETOSE" life is brighter for many a candy manufacturer today. 
An exclusive Staley development (the first mew product in the corn syrup line 
since the introduction of ordinary corn syrup more than 50 years ago) "SWEETOSE" 








*Staley's Enzyme Converted Corn Syru 
yrup 


A. E. STALEY MANUFACTURING COMPANY 


DECATUR 


s+ 2.83 @ 


ILLINOIS 











less of the Netherlands and East Indies. The committee 
in charge of collections was headed by George William- 
son, Williamson Candy Co.; Neal V. Diller, Nutrine 
Candy Co.; and Walter Kolbe, Reed Candy Co. The 


campaign in Chicago is in charge of Victor de Bont. 


Fritzsche Develops 
Gas Identification Kit 

Fritzsche Bros., Inc., New York, well-known essential 
oil and chemical manufacturing firm, has perfected a war 
gas identification kit of five harmless compositions which 
have the odor characteristics of the five poison gases 
regarded by the U. S. Army’s Chemical Warfare Service 
as the ones most likely to be used by the enemy as, when 
and if, they decided to bomb our cities. The new kit, 
to be used by State-appointed (civilian) instructors in 
war gas identification, disposes of two of the principal 
objections to the use of regulation Army sniff sets for 
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civilian instruction. One of these is the fear most people 
have of being poisoned when asked to smell the actual 
gases, and the other is the great consumption of time 
necessary to permit everyone in an instruction group 
ample opportunity to examine each bottle individually. 
These kits are not for sale, but will be made available, 
at no charge to properly qualified persons working in 
civilian defense under the OCD. 


Candy Production Club 
Outing at Clinton 


Chicago Candy Production Club journeyed to Clinton, 
Iowa, on June 19 to hold their annual outing as guests 
of the Clinton Company on the Company’s houseboat, the 
“Idler,” on June 20 and 21. Included among those making 
the trip were: Howard Aylesworth, J. E. Clarke, J. M. 
Connors, G. A. Eddington, G. W. Eddington, Alex Fisher, 
G. P. Goebel, H. G. Haskell, H. W. Hef- 
fenan, H. Thrig, W. M. Kraff, R. H. 
Rolleston, F. H. Streit, H. J. Thurber, G. 
A. Urban, W. H. Wetterer, W. N. White- 
head, H. J. Wiswell and Ed. Holmes. 
During the stay at Clinton the party 


War Gas Identification Unit developed by 
Fritzsche Bros. for instructors of civilians in OCD 
work. 
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Jellies and Gum Drops 
to the Rescue! 


Add more jellies and gums to 
your assortments. Use these popu- 
lar candies in all your lines. Make 
them with Douglas Confectioners 
“C” (Thin-boiling) Starch and 
Penford Corn Syrup to get a clear, 
better gum drop with longer shelf 
life. 


Write for 
"Seven Basic Formulas" — Free! 





OP PENICK t FORD i 


420 LEXINGT EW YORK 
elot< Chea RAP(DS,/OWA 





LIGNIN VANILLIN. C. P. 


A Finer Vanillin of Exquisite Aroma. 

A NATURAL SOURCE Vanillin originated 
and manufactured in the United States. 

R ts for ples on your firm’s letter- 
head will be promptly answered. 


AROMATICS DIVISION 
GENERAL DRUG COMPANY 


644 Pacific St., Brooklyn, N. Y. 
: 9 S. Clinton St., Chicago 
WISCONSIN, U. S. A. 1019 Elliott St., W., Windsor, Ont. 


THEY SURE 
| TASTE SWELL 
TO ME! 


HOOTON CHOCOLATE a. 
NEWARK, N. J. ESTABLISHED 1897 
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was _joined by representavives from the host com- 
pany’s sales and production divisions. Entertainment was 
provided on shipboard, where all meals were served and 
sleeping accommodations provided. Saturday afternoon 
was devoted to golf and the following members of the 
Clinton staff joined the Chicago men on a tour of the 
Clinton Country Club’s 18-hole course; Messrs. Corson, 
Junge, Mikkelson, Wagner, Otto, Bendixen, Oberhelman, 
Peterson, Sicking, Messer, Myers, Nickelsen, Swanson, 
Stern, Miller, Blinkinsop and Geiger. 


Robert Burns Now 
With Fred Meyer Co. 


Robert T. Burns has re- 
turned to his first love, 
candy, to “keep the home 
fires burning,” while his 
three sons and one son- 
in-law serve in Uncle 
Sam’s fighting forces. Mr. 
Burns was with the U. S. 
Army Engineers up to 
May 6, but became asso- 
ciated with Fred Meyer, 
Inc., Portland, Ore., on 
May 7. Born in Indiana, 
he entered the candy game 
at the age of 15, and has 
traveled from coast to 
coast in various candy 
sales and production ca- 
pacities. Of his new candy work he says: “Once a sugar 
head, always a sugar head. It gets in your blood.” 








Williamson Turns in All 
Japanese Rubber Novelties 


Over two million, one hundred thousand rubber novel- 
ties made in Japan and formerly used as prizes in candy 
packages have been turned in for scrap rubber by 
Williamson Candy Co., Chicago, Ill. The stock consisted 
of 10,000 pounds of toys, valued at $4,112. Proceeds of 
the sales of this rubber to scrap dealers were turned over 
to charity. Immediately after Pearl Harbor, the company 
stopped using Japanese rubber toys as candy box prizes 
and turned to American manufacturers for similar items. 
The company will use up a considerable supply of rubber 
toys made in China. 


Julia King Candies 
Opens Offices 


W. E. Bothe, W. Atkinson, and A. J. Isaacs, have 
incorporated Julia King Candies, Inc., with offices at 325 
North Wells St., Chicago, to deal in food and confection- 
ery products. 


Loft’s Contribute Heavily 
To Rubber Salvage 


One of the largest individual contributions to the New 
York scrap rubber drive was made early this month, 
when Loft Candy Corp., New York, turned over nearly 
16,000 pounds of rubber. Presentation of the rubber was 
made by Geo. Frederick, vice president, and the rubber 
was received by James W. Walsh, chairman of the Queens 
County Salvage Committee. Because of the truck shortage 
which has hindered collection of rubber during the drive, 
Loft supplied its own transportation to haul the rubber 
away. There were a few tires and rubber mats in the col- 
lection, but nearly all of it consisted of rubber candy 
moulds. These were made available as a result of Loft’s 
simplification of its lines. 
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SUPPLY TRADE NEWS ss Bay Performance! 





Sanders, Merckens Boston | 
Manager, Died in June Top performance requires unquestioned quality 
Oscar P. Sanders, for the past 19 years, manager of | plus wide experience. You get all in our 
the Boston branch of Merckens Chocolate Co., Buffalo, | 
N. Y., died in June, after a comparatively short illness. te) BURRELL tie rs 
He was in his 84th year, which comes as a surprise to | 
many who knew him, for he was very active until shortly | i c , 
before his death. Prior to joining Merckens in 1923, Mr. * CRACK-LESS Glazed nrober woting 
Sanders had been over a period of years associated with * THIN-TEX CRACK-LESS Glazed Belting 
a— — a gh New og oe ay hige L. * White Glazed Enrober Belting 
aggett, gar Fr. Lewis, an nite andy Uo. Alto- 
gether he spent 50 years in the industry and was well- * Batch Roller Belts (Patented) 
known and highly regarded throughout the territory. * Feed Table Belts (Endless) 





— * Bottomer Belts (Endless) 
even — nice | * Carrier or Drag Belts 
apr Ss Sap. eae et. * Cherry Dropper Belts 


As a result of Leon Henderson’s announcement of July 


: ; - ; * Innerwoven Conveyor Belting 
4, industrial users of sugar will receive an extra allowance 


of sugar later this Fall after Aug. 15. The announce- Proven ability to “take it" has placed BURRELL Belting 
ment of the increase in industrial allotments was made in practically all Confectionery Plants. Why not yours? 
in the same announcement in which OPA upped the con- a s 

sumer ration to two pounds on Ticket 7 in the ration book. BUY PERFORMANCE 


When industrial users apply for their regular sugar allot- 
ment for use in September and October, which they may 
do on or after August 15, the extra sugar will be included, 
without red tape. While the extra sugar for institutions 
and industrial users does not actually become available 
until the middle of August, these consumers may step up 413 S. Hermitage Ave., Chicago, Ill. 
their rate of consumption in anticipation of the forthcom- 
ing increase. Industrial users will receive 80%. of their 
normal requirements, instead of 70% as heretofore. The 
extra allowance is for one allotment period only. 
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DEPENDABLE 





Fritzsche President Tells 
Trade of Travel Difficulties 


In a letter addressed to the entire trade under date of 
June 17, F. H. Leonhardt, president of Fritzsche Bros., 
Inc., essential oil firm of New York, calls upon customers 
lv be patient when Fritzsche representatives do not call 
as frequently as in former days. Restrictions have so 
contracted travel as to make it impossible to maintain 
former schedules of calls, he states. At the same time, he 
reassures customers that the firm’s laboratory and other 
facilities are being maintained at a full level of efficiency 
and as much of the service work as possible will be 
conducted between the firm and its customers by mail, 
phone, and wire. 
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Eckert and Comstock 


Shifted by Monsanto WRAPPING MACHINES 
sa , istecti 1. Th 
Shifting of several key men in the research and operat- that “thet wrapping. machina SENIOR MODEL wraps i 
i i will give E NT, UNIN- jeces per minute; new 
ing departments of Monsanto Chemical Co., preparatory TERRUPTED SERVICE AT ALL SPEED SPECIAL MODEL wraps 
to the beginning of operations at the synthetic rubber TIMES is just one reason why 325 to 425 pieces per minute. 
6 6 _ . candy manufacturers the world 
raw material plant being built by the company for the over prefer IDEAL Equipment. Both machines are bullt for the 
Rubber Reserve Co., Texas City, Texas, was announced These machines, suitable for most exacting requirements 
~ Ae both large and smal! manufac- and carry our unqualified 
by Osborne Bezanon, vice president and general man- | turers, are fast. always de- guarantee. 
ager of the firm’s Texas division. Herman K. Eckert, Write For Complete Specifications and Prices 


plant manager of the Nitro, W. Va., plant of the Organic IDEALWRAPPING MACHINE co. 


Chemicals Division, has been appointed plant manager aay. 2088 
at Texas City. Dr. Charles S. Comstock of the pro- 
duction staff of the Merrimac division, Everett, Mass., has MIDDLETOWN, N. Y. - - - U. S. A. 


been named production superintendent at Texas City. —— 
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You Help Someone You Know 











: Established 1885 


427 WASHINGTON STREET, NEW YORK, N. Y. 
BRANCHES: @ CHICAGO @ SAN FRANCISCO @ MONTREAL 
REPRESENTATIVES: ST. LOUIS—PHILADELPHIA 


Ess.Oils @ AromaticChems. @ Perf. &Flavor Mats @ Colors 











VALUABLE HELP FOR PLANTS 
CONVERTING TO WAR WORK 


PLANTS converting to war work faced with NEW and 
different cleaning problems are invited to take advan- 
tage of our 33 years’ specialized experience, the service of 
our Nation-Wide Field Staff, and of our Chemical Research 
and Mechanical Engineering Laboratories. These facilities 
are offered without cost .. . regardless of whether or not 
you use Oakite materials. Write . . . there’s no obligation. 


CAKITE PRODUCTS, INC., 36C Thames St., New York, N. Y. 
Representatives in All Principal Cities of the U.S. and Canada 


wy) CLEANING 


OAKITE 





Cocoa Ration Reduced 
To 60% by WPB 


The War Production Board on June 25 reduced to 
60% of last year’s figure the quota of cocoa beans that 
may be processed in each quarter until mid-1943. 


Interpretive Statement Issued 
on Order M-145 for Cocoa 


Interpretation No. 1 to Conservation Order M-145 was 
issued June 9 by the Director of Industry Operations to 
prevent excessive quota-exempt processings of cocoa 
beans to fill Army, Navy, and other quota-exempt orders 
requiring cocoa butter and cocoa powder. Cocoa butter 
used in the manufacture of confectionery and bakery pro- 
ducts, and cocoa powder, used largely in the household, 
are both obtained when cocoa beans are processed by 
grinding and then pressing. The interpretation to M-145 
makes it clear that when a processor produces cocoa 
butter, to fill an order for the Army, Navy, or other 
quota-exempt persons or agencies, he must give considera- 
tions to the cocoa powder produced in the same process- 
ing operations. While he may use that powder to fill 
any type of order, if subsequent orders requiring the 
same amount of powder, or less, are received, he may 
rot again process quota-exempt beans to supply that 
powder. The same is true in the reverse type of situa- 
tion when a quota-exempt order requires cocoa powder. 


King, Rockwood's Chicago 
Manager, A Naval Lieutenant 


Henry W. King, for the past 10 years manager of the 
Chicago division of Rockwood & Co., Brooklyn, N. Y., 
left recently for the Naval War College at Newport, R. I., 
where he will take his preliminary work preparatory to 
active service as a lieutenant commander. He will 
assume his duties in the Naval Air Service, in which he 


flew during World War 1. 


Carrier Opens New 
Offices in Chicago 


Carrier Corporation, manufacturers of air conditioning 
equipment, recently moved their Chicago district office 
from the Merchandise Mart to the Civic Opera building 
at 20 North Wacker drive. Arthur P. Shanklin, recently 
elected vice president of the company in charge of the 
firm’s central district, moved from Philadelphia to Chi- 
cago in time to attend the formal opening of the new 
office. A reception was held for Mr. Shanklin in Chicago, 
June 18. 





The answer to your Cocoanut Problem! 


CONFECTIONERS MAIZE FLAKES 


Coarse — Medium — Fine 











Write for Samples 


Miner-Hintarn Muume Co. 


Founded 1795 











WILKES BARRE, PA. 
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BAKER IMPORTING CO. 


NEW YORK MINNEAPOLIS 
132 Front St. 212 N. Second St. 


INSTANTLY PREPARED 








Stein, Hall Man with 


Defense Supplies Corporation 

Oliver H. Clapp has resigned as assistant vice pres- | 
ident of Stein, Hall & Co., Inc., New York, manufac- | 
turers and distributors of starches, gums etc., to be- | 


come associated with the Defense Supplies Corp., Wash- | 
ington, D. C. Mr. Clapp has been in charge of the . 
burlap division of the firm’s foreign department since | Our service departments 
last December. He assumed his new duties July 6. will help you with any of 
"a eC your technical problems. 
Sales to Lend-Lease * ® > ase 


Subject to Price Regulations 
Sales of goods and commodities to such agencies as UNIFORM... DEPENDABLE 


the Lend-Lease Administration, the British Purchasing Confectioners’ Corn Syr- 
Commission and British Air Commission are, in general, ups, Thin Boiling Starches, 
domestic sales subject either to specific price schedules or Dies Moulding Starch 
regulations, or to the General Maximum Price Regula- 
tion, Leon Henderson announced on June 16. In general, 
he added, they are subject to such schedules and regula- 
tions rather than the Maximum Export Price Regula- 
tions. 

































Corn Syrup Increase 
Over 52% in Three Months 


Staley “Journal,” house organ of the A. E. Staley 
Manufacturing Co., Decatur, Ill., reported in its June 
issue that growing demand for corn syrup is indicated in 
the corn refining industry’s reports of domestic sales of 
that product for the first three months of 1942, showing 
an increase of more than 52% over the same period last 
year. 


Paper Restrictions | = 
Removed by WPB 
Restrictions on inventories of paper, paperboard, paper 


products and waste paper were removed by the War Pro- 
duction Board on June 26, to permit accumulation of sup- 
plies in anticipation of a transportation shortage next 


Fall. 


Wampler Made Head A Complete Pectin N Pe ADY 


Of Carrier Corp. : 
Claude Wampler, executive vice president of Car- Product for Making 

rier Corporation, Syracuse, N. Y., was elected president . : 

of the company late in June, succeeding the late J. Irvine Jellied Candies 

Lytle. At the same time, Edward T. Murphy, senior vice 

president of the company, and one of its founders, was - 


elected a member of the board of directors to succeed SPEAS MFG. CO 


Mr. Lytle, who died earlier in June. 


‘NOTHING 
to Add 
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On the home front, men are working harder, longer — turning out tanks, 
guns, planes and other essential supplies ... It’s mighty important that we 
keep these men and their families on the job — healthy — in good spirits. And 
that’s where candy, one of the most concentrated energy-giving foods, plays 
a big part. 

In leading defense plants, confections are sold to the men right at their 
machines, to be eaten while they work . . . Evidence of the high value produc- 
tion heads place on quick-energy foods. 

The O.P.A. has also pointed out that the use of confections can help relieve 
the sugar shortage. The candy, gum, soda, etc. that people eat during the day 
all contain sugar and give energy — so they don’t need so much sugar with 
their foods. 

Although we are heavily engaged in war work, we will make every effort 
to continue to serve vital civilian industries . . . So call on us for every 
type of service or assistance you may need in keeping your equipment in top 


running condition, or in adapting your machinery to meet new demands. 


Call or write our nearest office 


PACKAGE MACHINERY COMPANY 


Springfield, Massachusetts 
NEW YORK CHICAGO CLEVELAND LOS ANGELES TORONTO 








Numerous popular candy bars are 
given a smooth box-like wrap on our 


DF (die-fold) machine. 





Tons of hard candy for Army rations 
are being individually wrapped on 
the widely used Model 22-B. 


NB GNET Ss NB Se ae) 


Over a Quarter Billion Packages per day are wrapped on our Machines 
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VIETORS 


Metamorphosis of a Design Theme 


by CHARLES C. S. DEAN 


Design Specialist, New York 


othing so epitomizes the metamorphosis of a peaceful, 

peace-loving America into a strong, united fighting 

people as the change which has recently been wrought 
in the entire family packaging theme of Georges (Geo. 
DeMet & Bros.), Chicago, IIl., retail manufacturers and 
chain candy store and restaurant operators. We have 
seen a lot of packaging ideas and stunts in which the 
idea has been to twist a patriotic theme into a purely 
commercial item, somehow—usually with mediocre, if 
not distasteful results. However, in the Georges new 
theme, the change has been developed so skillfully and 
with such good taste that the whole story requires telling. 

Having made the transition in packaging from a 
weak, disorganized and unrelated group of items, to a 
strong “family” and organized and related theme group 
—the step from a peacetime theme to one that was in 
tune with the times was not too difficult. The transition 
began with an excellent graphic trade device, so thor- 
oughly and completely planned in its conception that 
when carried through, it could be easily applied to 
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packages, sales slips, china, glassware, linens, murals, 
and even outdoor neon signs. (See “MC.” December, 
1940). A sound, beautiful and cohesive structure had 
been established and any need for new items—sales or 
merchandise additions—would be a matter of getting into 
its niche of the mosaic the item which was to be added. 
And that brings up the request for such an item that 
came from the manufacturer when War hit us in De- 
cember. 

Our problem was to create a new line of candy pack- 
ages which would be current and consistent with the new 
spirit of the nation, a line that had dignity and power 
and was expressive of the high quality of the mer- 
chandise it was to carry. The new line was to be new 
in appeal, exciting and stimulating but not commercial 
in the sense of bending a patriotic theme to a com- 
mercial item. The solution of this problem was the so- 
called “Victory Assortment,” described and illustrated 
herewith. 

There must be a million “Victory Assortments,” more 
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or less, in the country today. Some are excellent, but a 
great many are less than mediocre. The name was chosen 
for this new line, because the package so completely 
typifies the theme sought after and developed. First, the 
square shape adopted for the box. This, to typify the 
foursquare, honest, rugged, straightforward character of 
the merchandise—and also typifying the traditional char- 
acteristics of the Nation. Then, the color scheme, which 
also is national, although in the box the hue and chroma 
have been made richer in order to give richer optical 
stimulation. 

The transition of the trade device from a peacetime 
to a wartime theme is what really stands out in this new 
line, however. Originally designed to create a family 
theme that could be used on everything in the manufac- 
turer’s establishment to tie-in with the candy and food 
purchased in the chain’s various restaurant-candy stores, 
the chanticleer figure became a well known trade device. 
Now, the charticleer is a peaceful bird in general. If he 
fights, it is because he has been trained to it for pur- 
poses of sport. He neither fights to protect his flock, nor 
his young, nor his food. Obviously, he wouldn’t do as 
a symbol on a package that was to symbolize the coun- 
try’s fighting spirit. 

The eagle symbol which has been created for the 
package is everything that was desired in a symbolical 
representation of a nation at war. Yet so skillfully has 
the change in the device been made that it would not at 
first be obvious to the consumer until his attention was 
called to it. But once the customer becomes aware of 
this. change, he immediately becomes aware of the 
change in the whole package—and he’s not likely to 
forget it. Thus, the eagle device was developed from the 
graphic chanticleer device. It carries through on the 
same “family” idea—like grain of the same texture, but 
of a different color. This device has grown from the 
roots which were planted in the chanticleer device years 
before. 








This new device is definitely a Georges device, prov- 
ing the saneness of sound planning. The logic in think- 
ing is apparent from a study of the two forms. Placement 
and shape of the silhouette of each element in the unit 
have been meticulously studied. The result is a package 
which is different from the old one, but in which the 
changeover has been so deftly handled that it was a 
simple matter to complete the follow-through in menus, 
sales slips, china, glassware, etc. And so the new theme 
dawned upon the Georges customers so imperceptibly 
that to many of them, without doubt, it was a complete 
surprise when, after some days, their attention was 
called to the new theme. 

The victory motif around the package gives quick 
identity to the sales-people and to the customers. It is 
highly probable that the finished ensemble, because of 
its gay appearance in these trying times and because it 
represents such a fine example of completeness in itself, 
will be sought after as one of the finest specimens of 
thoroughness in sales promotion and graphic design. 

Here, then, is a practical demonstration of the ease 
with which a well-planned and carefully designed pack- 
aging theme may be changed to meet changing conditions 
and yet retain enough of the original characteristics 
which made it outstanding to follow right along, under 
revisions, in the same outstanding manner. This clear 
tie-up between merchandise, store-fronts, store interiors 
and packages, is just beginning to dawn upon the trade 
among the retail manufacturers of candy. Loft’s in New 
York recently achieved this in developing a package 
wrapping patterned after a new store-front design. The 
Georges “family” theme is the first that has been care- 
fully incorporated into every phase of its packaging and 
merchandising operations. 


Packaging Clinic Meets 
In Chicago, July 24 


The next regular meeting of the “M.C.” packaging 
Clinic will be held at our Chicago editorial offices on 
July 24, 1:30 p. m. All Clinic Board members are urged 
to be present. Candy manufacturers desiring to submit 
packages or wraps for consideration by the Clinic, should 
send them to reach our offices not later than the morning 
of July 24. Packages and wraps must be sent in duplicate, 
exactly as they appear to the public, including contents. 


Plastic Window 
Withstands Bombs 


A new type window pane of transparent plastic lami- 
nated with wire mesh which is said to withstand the 
explosion of a 150-lb. bomb eight feet away has been 
developed by the Plastics division of Monsanto Chemical 
Co., Springfield, Mass., for use in military construction 
and industrial plants in potential air raid zones. The 
material was worked out in cooperation with the U. S. 
Navy to end the menace of flying glass, which, experience 
in England revealed, was one of the chief dangers in an 
air raid. 


How the Georges “family” theme device has been incorporated 
in the various sales and service utensils used in the Georges 
restaurants and candy stores in Chicago. A follow-through of the 
new “Victory” theme, illustrated on the preceding page, will be 
incorporated on sales slips, menus, etc. 








Current events are revolutionizing men’s thought with regard to the prepara- 


tion, packing and shipping of foods all over the world. 

The packaging industry, alert and resourceful, has not been found wanting. 
Substitutes have been quickly perfected for almost every strategic material — and 
the “substitutes” have often proven to be better than the originals. In the fore- 
front of this effort is Paper, in all its complex forms. 

Dehydrated foods, compact packaging, reduction of waste and retention of 
original food values and tastes are some of the current problems being solved by 
our modern facilities and 75 years of experience. An impressive array of nearly 
300 different Riegel Papers are now ready to do the job. 


RIEGEL PAPER CORPORATION 
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342 MADISON AVENUE e NEW YORK, N. Y. 
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Fannie May Acquires 
Blue Valley Building 


Pranic May Candy Shops, Chicago, recently purchased 
the building formerly housing the Blue Valley Cream- 
ery Co., 1137 W. Jackson Blvd., Chicago, and will re- 
move to the new plant from their former quarters on 
Madison St., Chicago, before August 1. Since the firm 
purchased the former Blue Valley building, a three-story 
addition has been completed, increasing total floor 
space to about 100,000 sq. ft. Candy production will 
be carried on in both portions of the new set-up, the 
new addition housing two production floors and the 
older building one production floor. Company offices 
will be on the second floor of the original building, while 
the third floor will be used for packing and the fourth 
floor, for storage. 


The new Fannie May factory is of reinforced concrete 
construction and the processing rooms have vitriolite 
and tile walls. In addition to providing increased pro- 
duction space for this large retail manufacturing firm’s 
“home made” types of candies, the new factory, because 
it was originally built to house a dairy firm, is much 
lighter and airier than Fannie May’s older factory. All 
production areas are air-conditioned, from a centralized 
system operated by two 25-ton and one 15-ton York 
compressors. Fluorescent lighting has been provided 
for all production departments. In setting up the new 
production area, the company has sought to obtain all 
the benefits from a straight-line production set-up, which 
the larger working area made possible. Plant layout 
of the new factory was worked out by H. H. Simpson, 
Fannie May’s vice president and general manager, 
with the assistance of A. Epstein, architect. 


Fannie May operates 72 stores in Chicago and sur- 





View of the new factory building recently acquired by Fannie 
May Candy Shops, Chicago. The firm will move to this new site 


before August 1. Note the three-story addition at left. 
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rounding cities in three states. The company’s stores 
all conform in a general way to a central plan or “theme” 
in their arrangement and decorative effects. Ready- 
packed assortments are offered, but the bulk of the 
business of each store is in customer-selected assort- 
ments, and each store’s stock is displayed in such a 
way as to make selection easy and practical. 





Corrugated Tote Boxes 
Release Vital Materials 





To help relieve metal shortages, “lighten the load for 
war workers, and to help cut down injuries in the plant, 
more and more manufacturers working on war orders 
are adopting corrugated “tote boxes” for small parts in 
assembly lines, between departments, and in storage. 
Hinde & Dauch Paper Co., Sandusky, Ohio, have develop- 
ed a line of such boxes which includes 12 basic types. 
The lighter weight of these boxes makes them especially 
ideal in factories having female workers in war produc- 
tion. Low cost of corrugated board and its adaptability 
to many shapes and styles makes this type of box adap- 
table in many varieties of use in industry. 





Tom Barron, of Framingham, 
Mass.., in the Service 


Tom Barron, of Barron’s, Framingham, Mass., manu- 
facturer-retailer, has enlisted in the Navy and is now at- 
tending a Navy radio school. While he is serving, his 
country store in Framingham has been taken over by 
E. J. Connelly, Lynn, Mass., who will operate it and return 
it to Mr. Barron when his service is completed. Everett 
Pierce, recently with the Retail Candy Supply Co. of 
Lynn, is managing the store. 





CONFECTIONERY BROKERS 


DONALD A. IKELER 
2029 E. Main Street 
KALAMAZOO, MICH. 
Territory: Michigan 





H. L. BLACKWELL COMPANY 
Route 2, Box 177 
EL PASO, TEXAS 
Territory: Texas, New Mexico and Arizona 
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THIS IS 
AN ABC 


PAPER! 


The A.B.C. of Circulation: 


How much? Where? How Secured? 


O knowing advertisers, an A.B.C. 
_ means a publication whose 
advertising value can be authentically 
gauged through audited circulation 
reports .. . complete, concise A.B.C. 


reports. 


Issued at regular intervals by 
auditors controlled and paid by the 
Audit Bureau of Circulations, A.B.C. 
reports reveal and analyze NET PAID 
CIRCULATION—the true measure of 


advertising value. 


A.B.C. reports answer the three 


vital circulation questions: how much 


THE MANUFACTURING CONFECTIONER 


WHAT DOES 
THAT MEAN 
TO THE 
ADVERTISER? 





is there? Where is it? How was it 
secured? 


Before you buy space in this or any 
other publication. do two things. 
Make sure the publication is an A.B.C. 
member. (Space bought in a publica- 
tion not a member of A.B.C. is at best 
a speculation.) Then, study the A.B.C. 
report. See how the extent and nature 
of the circulation meet your require- 
ments. Now, you can buy—knowing 
that you arc making a sound adver- \, 


tising investment. 


We will be glad to send you a copy of 
our latest A.B.C. report. It gives you 





the facts about the circulation you 


buy in this paper. 





A.3.C.=Audit Bureau of Circulations = FACTS as a yardstick of advertising value 
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MACHINERY FOR SALE 


MACHINERY FOR SALE: Two 
150 lb. Racine Chocolate Melting 
Kettles. Motors attached. Excellent 
condition. Barbara Fritchie Chocolate 
Shoppe, Box 644, Frederick, Md. 


MACHINERY FOR SALE: One 3 

Bag Peanut Roaster; One Peanut 
Fryer, large size, latest design; Two 
Peanut Cooling Tables, complete with 
motors; One Peanut Blancher. This 
equipment is in good working condi- 
tion. Ucanco Candy Co., Inc., Daven- 
port, lowa. 








FOR SALE—Medium Size Candy 

Plant with complete modern Starch 
Enrober and Hard Candy Depart- 
ment. 100 Miles from Chicago. Low 
rent. Or business and equipment may 
be moved to any desired location, Will 
accept any reasonable deal. Address 
E-5423, c/o THE MANUFACTURING 
CONFECTIONER, 400 W. Madison 
Street, Chicago, Ilhnois. 


MACHINERY FOR SALE: Racine 

beater and cooler. Good condition 
and a real bargain. Consists of a 
beater with frame which holds cooler 
above it. Willing to sell at a very 
reasonable price. Address Box D- 
4426, c/o THE MANUFACTURING CON- 
FECTIONER, 400 W. Madison St., Chi- 
cago, Ill. 


ONE Model “K” Kiss Wrapper ; One 

Hildreth Form 3 Pulling Machine, 
Address A1424, THE MANUFACTUR- 
ING CONFECTIONER, 400 West Madi- 
son Street, Chicago, Illinois. 


1 NO. 3 Schultz-O’Neill Sugar Pul- 

verizer, without collector. In A-1 
condition. Too large for our use. 
$250.00. Spangler Candy Co., Bryan, 
Ohio. 








FOR SALE. Caramel Cutters, Thos. 

Mills & White 4-20”, 2-15”; Ball 
Beater—5 ft.; Huhn Starch Dryer; 
Cut Roll Machine; Chocolate Kettles 
—National Equipment and Racine— 
2-500 Ib. 5-300 Ib. 2-150 Ib.; Carrier 
Air Conditioning Unit—15 ton prac- 
tically new; Revolving Pans 36” di- 
ameter ; D. C. 120 V. Motors 4 to 13 
H.P. Address Box C-3424 c/o THE 
MANUFACTURING CONFECTIONER, 400 
W. Madison St., Chicago, Ill. 
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MACHINERY FOR SALE 


MACHINERY FOR SALE 





COPPER STEAM JACKETED 

KETTLES, 25 gallon capacity to 
250 gallon sizes, with and without 
agitators, ready for immediate ship- 
ment, excellent condition. Address 
E-5425, c/o THE MANUFACTURING 
CoNFECTIONER, 400 W. Madison 
Street, Chicago, Illinois. 





FOR SALE: STICK CANDY SIZER 

AND TWISTER—four sets of 
sizers, two of them for a three-corner 
twist and two for the round stick candy 
'4 and 3 inch in diameter, has eight 
sets of gears. It is equipped with a 
Crocker Wheel Motor 1.75 ampheres, 
220 volt, 720 revolutions. Equipment 
purchased new 1933, but used very 
little. Our price $700.00 f.o.b. St. 
Joseph. Racine BALL CREAM 
BEATER—60 inches in diameter, 3 
feet high, has scraper and two plows, 
in good workable conditon, belt driven. 
Our price $175.00 f.o.b. St. Joseph. 
Sax Mayer TYING MACHINE— 
$60.00 f.o.b. here. STAPLING 
MACHINE—Stimpson, Model 489, 
Serial No. 4892613, 48 inches high 
overall, operates with foot pedals. 
$25.00 cash f.o.b. St. Joseph. Chase 
Candy Co., St. Joseph, Mo. 








Candy Factory in Southern California 

for sale, established eighteen years, 
doing good business in penny and five 
cent numbers, well equipped for hard 
candy, marshmallow and chews. Em- 
ploy sixteen people. Owner expects to 
be called by draft board. Address 
E-5427, c/o THE MANUFACTURING 
CON FECTIONER. 





RETIRING from business. The ma- 

chinery listed is all in good order and 
will be sold at a sacrifice. 1 Springfield 
Continuous Cooker, 1 Simplex Va- 
cuum Cooker, 1 Hildreth Puller 200 
lb., 3 Model M Die-pop Machines, 1 
Package Lollypop Wrapper, 1 Werner 
Ball Machine, 3 Package Ball Wrap- 
pers, 1 Brach Machine & Conveyor, 
1 Drop Machine 6 sets Rollers, 8 3 ft. 
by 8 ft. Steel Slabs, also kettles, batch 
warmers, scales, etc. Address C-3423 
c/o THe MANUFACTURING CONFEC- 
TIONER, 400 W. Madison St., Chicago, 
Til. 


FOR SALE: 1 Lot Penny, 5 & 10c 

Solid Chocolate, all year around 
Easter and Christmas molds. Also 1 
lot of Push Cards and Punch Boards. 
Love Manufacturing Co., 535 Tioga 
St., Westmont, Johnstown, Pa. 





RACINE pop machine with one set 

of moulds, open fire forced draft gas 
stove, Racine chocolate melting kettle, 
steel table rods. H. L. Feldman. 15610 
South Moreland Blvd., Cleveland, 
Ohio. 


TWO Package Machinery Model KH 

long salt water taffy cutting and 
wrapping machine; two Mills batch 
spinners, and Hildreth factory size 
pulling machine. Very good condition. 
Address E-5424 c/o THr MANuFAC- 
TURING CONFECTIONER, 400 W. Madi- 
son Street, Chicago, Illinois. 





MACHINERY WANTED 





WANTED: Package Machinery 

Model FA Wrapping Machine or 
other make to wrap 1 Ib. Cherry boxes 
in plain or moisture proof cellophane. 
Describe fully and quote price. Ad- 
dress G-7424, c/o THe MANUFACTUR- 
ING CONFECTIONER, 400 W. Madison 
Street, Chicago, Illinois. 


WANTED: Package Machinery 

Wrapping Machine for Ball Pops 
and Suckers, L. P. Type. Advise 
Serial Number, condition and price 
desired. Close and Company, 2021 
W. Fulton St., Chicago, II. 





WANTED: L. P. 2 Sucker Machine 


and 22-B Hard Candy Wrapping 
Machine. Address F-6425, c/o THE 
MANUFACTURING CONFECTIONER, 400 
W. Madison Street, Chicago, III. 
WANTED: Model LP-2 Sucker 

Wrapping Machine. Give full de- 
tails, best price and delivery. Address 
F-6421, c/o THeE MANUFACTURING 
CoNFECTIONER, 400 W. Madison 
Street, Chicago, III. 
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BUILDING COMING DOWN! 


MACHINERY and EQUIPMENT 
FORMERLY OPERATED BY SHAPIRO CANDY MFG. CO., INC. ar 


11-13, EMERSON PLACE, BROOKLYN, N. Y. 


(BETWEEN FLUSHING and PARK AVENUES) 


SACRIFICE PRICES-WE MUST VACATE IMMEDIATELY 





Rost Continuous Plastic Ma- 
chine, with sizer, three way 
cooling conveyor and excellent 


Wolf 6-column Starch Conditioning Unit and centrifugal 
cleaner complete with interconnecting conveyors and ele- 
vators for continuous automatic operation with mogul. 


National Equipment Fully Automatic Steel Mogul, 
with assortment of pump bars and 3500 starch trays 
14% x 32 filled with starch. 














dies, motor driven. 








National Equipment Continuous Cooker 
with pre-melting kettles. 
CHOCOLATE DEPARTMENT 
National Equipment Enrobers with 
long Cooling Tunnels, automatic Feed- 
ers, Bottomers, and Stringers. 
5—National Equipment 300 lb. Chocolate 
Melters. 
1—Racine 300 lb. Chocolate Melter. 
COPPER STEAM JACKETED KETTLES 
2—150 gal. Single Action Steam Jacketed 
Mixing Kettles. 

1—60 gal. Double Action Mixing Kettles. 
1—35 gal. Single Action Tilting Type 
Mixing Kettle, Burkhard. 
15—5 to 80 gal. cap. Steam 

Cooking Ketles. 
COATING PANS 


3—38” Copper Revolving Pan equipped 
with steam coils. 


- 


Jacketed 





j 
INSPECTION INVITED 
Plant Open Daily from 

9 A.M. to 5 P.M. 





HARD CANDY DEPARTMENT 


1—National Equipment Continuous Cook- 
er complete with vacuum pump, 
gauges, etc. 

1—Rost Continuous Plastic Machine com- 
plete with sizer and 3-way Conveyor 
motor driven with 3 set of Dies, 
pickle, acorn and peanut. 

1—Werner Ball Machine with 6. sets of 
Rollers. 
1—350 Ib. Steam Jacketed Vacuum Cook- 
er with 40 gal, pre-cooking Kettle. 
1—600 lb. capacity Steam Jacketed Vac- 
uum Cooker with 80 gal. pre-cooking 
Kettle. 

1—Racine Model M Die Pop Machine 
Motor Driven with Cooling Drum and 
4 sets of Dies, Foot Ball, Face, Pop, 
and Barrel. 

2—Racine Sucker Machines with 24 ft. 
Cooling Conveyor. 

17—Sets of Rollers for Racine Sucker Ma- 


chine including continuous cutter, 
duplex and standard, excellent assort- 
ment. 


1—Hildreth Form 6 Double Arm Pulling 
Machine Motor Driven. 


1—Sucker Wrapper Motor Driven. 
1—Dern Chip Cutter with Cooling Con- 
veyor, Sizing attachment Motor Driven. 
2—York 7 ft. Batch Rollers Motor Driven. 
1—York 6 ft. Batch Roller Motor Driven. 
3—Mills 5 ft. Batch Spinners also 4 ft. 
3—Mills Drop Machines 4” x5”, 24%” x 


—" 


7” and 4” x3%” Sizes with attractive 
assortment of Rollers. 

1—Holmberg Cut Rock Cutter. 

3—Column 3’ x 8’ Cooling Tables, 

1—3’ x 6’ Pressure Cooler. 

4—Lump Cutters Motor Driven and Hand 
Power. 

3—Ball Sizers. 


MOULDING DEPARTMENT 


1—National Equipment fully Automatic 
Steel Mogul with extra pump bars. 
Starch Trays 14%” x 32” filled with 

clean white starch. 

1—Wolf 6-column Rotary Vacuum type 
Starch Dryer complete with inter-con- 
necting conveyors for continuous op- 
eration with the automatic steel mogul 
and the following 

1—Wolf Centrifugal Starch Cleaner with 
convevors and accessories. 

115—Starch Trucks. 

100—Mould Boards. 

11—Gyrator Sifter. 


3500 


CREAM AND MARSHMALLOW 
DEPARTMENT 


1—Werner Syrup Cooler. 

2—Burkhard 40 gal. capacity Cream Break- 
ers Bottom Drive. 

3—Savage 80 gal. Marshmallow Beaters. 

1—Werner 2-cylinder Cream Beater. 

1—2-way Marshmallow Cutting Machine. 

1—Motor Driven Jap Cutter. 

1—15” Combination Jap Cutter. 


2000. -Jelly trays and forms, 
10—Adjustable Hand Cutters. 
2—Cream Trucks, 








_< ‘ 
WE PAY CASH FOR } 
SINGLE MACHINES  } 
OR ENTIRE PLANTS =} 


Ca aed 





UNION STANDARD EQUIPMENT CO. 


318-322 Lafayette Street 


NEW YORK, N. Y. 


Cable Address—''Confecmach”™ 





jor July, 1942 
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MACHINERY WANTED 


HELP WANTED 





POSITIONS WANTED 





WANTED National Equipment or 

Greer 32” chocolate coater with 
cooling tunner and _ packing table. 
Three 2,000 Ib. capacity chocolate 
melters and several 1,000 lb. Also 
5,000 or 10,000 Ib. capacity chocolate 
tanks. Advise condition, location, and 
when delivery can be made. Address 
E-5426, c/o THE MANUFACTURING 
CONF.cr.uNER, 400 W. Madison 
Sireet, Chicago, Illinois. 


WAN TED—Filler, Tumbler and 

Choc. Molds for Hollow Goods. 
Give best price, description and loca- 
tion. Write Box D-4423, c/o THE 
MANUFACTURING CONFECTIONER, 400 
W. Madison St., Chicago, III. 


ONE CARAMEL wrapping machine 

wanted, 344 x 4 x Y%. Could use 
other caramel making equipment if 
Price is reasonable and in good con- 
dition. Also could use one wrapping 
machine for 4” diameter candy roll. 
Give full description, condition, price 
for cash. St. Clair Co., 160 E. Illinois, 
Chicago, Il. 


MACHINERY WANTED: Syrup 

pump wanted and high pressure cop- 
per cooking kettles, 60 gallons and up. 
Address C-3427 c/o THE MANUFAC- 
TURING CONFECTIONER, 400 W. Madi- 
son St., Chicago, IIl. 

















HELP WANTED 





AN EXCELLENT opportunity for 
three hard candy makers and one 
man experienced in enrobing work 
to go to Honolulu. Only men that 
can furnish satisfactory references 
and are experienced need apply. 
Write to this magazine and we will 
forward your replies to the proper 
person who is doing the interview- 
ing for this company. 
HARD CANDY MAKER, American, 
who would appreciate a good job in 
California. References exchanged. Ad- 
dress G-7421, c/o THE MANUFACTUR- 
ING CONFECTIONER, 400 W. Madison 
Street, Chicago, Illinois. 








WANTED: Experienced Hard Candy 

Spinners. Address G-7422, c/o THE 
MANUFACTURING CONFECTIONER, 400 
W. Madison Street, Chicago, Illinois. 
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CANDY: A medium sized candy 

factory in New York City needs 
a superintendent. We want a man 
about 35 years old who worked up 
from the kettle and who is ambitious. 
He is probably now employed as an 
assistant superintendent by a leading 
bar or bulk house. Salary will be ad- 
equate. Write fully. Address F-6426, 
c/o THE MANUFACTURING CONFECT- 
10NER, 400 W. Madison St., Chicago, 
Ill. 


ENROBER MAN in a midwest fac- 

tory. Write giving full experience 
and references: Address F-6429, c/o 
THE MANUFACTURING CONFECTIONER, 
400 W. Madison St., Chicago, IIl. 
EXPERIENCED CHOCOLATE 

man wanted for revolving pan work 
for New York City, Address B2421 
c/o THE MANUFACTURING CONFEC- 
TIONER, 400 W. Madison St., Chicago, 
Ill. 


ASSISTANT sales manager in Chi- 

cago retail chain organization. Must 
have experience and excellent record. 
State qualifications and previous sal- 
aries in your application. Address 
F-6424, c/o THE MANUFACTURING 
CoNFECTIONER, 400 W. Madison 
Street, Chicago, IIl. 











WANTED: A foreman or superinten- 

dent in a retail candy plant making 
high grade chocolates for ten stores. 
Write giving full details about your 
experience, etc. Air mail all corre- 
spondence to the attention of E. C. 
Meyer, c/o Fred Meyer, Inc., 633 
S. W. Fourth, Portland, Oregon. 


HELP WANTED: Chocolate Man— 

experienced and qualified to super- 
vise large Hollow Mold Chocolate De- 
partment or first class, thoroughly ex- 
perienced Enrober Man, who could 
learn. Permanent year round position 
for right man. State age, full particu- 
lars about experience, and _ salary 
wanted. R. E. Rodda Candy Company, 
Lancasier, Pa. 








WANTED—Man to take over small 

plant located in West Virginia. 
Owner drafted. Address F-64210, c/o 
THE MANUFACTURING CONFECTIONER, 
400 W. Madison Street, Chicago, III. 





FIRST CLASS, all-around retail 

candy maker. Full assortment of 
chocolates, bon bons, wafers, caramels, 
fudges, brittles, counter goods, specials, 
etc. A full general line for better retail 
trade. American, strictly sober, family 
man. Age 49, above military age limit, 
alert, progressive, good health. Neat 
and clean workman. Want steady con- 
nection in live retail shop. Available 
about Sept. 10th. Please write now for 
details. Address G-7423, c/o THE 
MANUFACTURING CONFECTIONER, 400 
W. Madison Street, Chicago, Illinois. 


SUPERINTENDENT: efficient, 

capable of getting maximum out- 
put, economical operation, twenty 
years experience, general line, also 
several years sales experience. Will 
consider position with reliable manu- 
facturer. Address F-6427 c/o THE 
MANUFACTURING CONFECTIONER, 400 
W. Madison St., Chicago, Il. 


FOREMAN or assistant superintend- 

ent with 10 years experience in U. S. 
and abroad. Thorough knowledge of 
production methods and machinery, 
able to handle help efficiently. Own 
formulas and able to bring new items 
in chocolates, hard candies, caramels, 
also hollow moulding and filled special- 
ties. Worked for wholesale and retail 
houses, have A-1 references. Am mar- 
ried and have Selective Service classifi- 
cation 3-A. Address F-6428, c/o THE 
MANUFACTURING CONFECTIONER, 400 
W. Madison St., Chicago, III. 


POSITION WANTED: Supt. or 
Ass’t. Supt., of medium sized plant. 
Prefer west coast or mid-west. Have 
thirty years of experience, general line 
in manufacturing confections. Whole- 
sale, retail or chain store. Specialized 
in hand rolls and all chocolate goods. 
Understand tempering and blending 
chocolate and experienced in the man- 
ufacturing of all confections of general 
line. Efficient with personnel and have 
an extensive line of formulas, capable 
of creating new and reconstruct old. 
Thoroughly. acquainted with all modern 
machinery. Can produce results in 
quantity and quality at minimum cost. 
Best of references, married. Position 
must be steady. Address D-4428, c/o 
Tue MANUFACTURING CONFECTIONER, 
400 W. Madison St., Chicago, II. 
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POSITIONS WANTED 





POSITION WANTED: Have sales, 

promotional, production experience. 
Can organize chain candy departments 
in department stores. This means more 
profit on your candies. (Also have 
restaurant experience). I can make 
your present output make more profit. 
Address Box D-4427, c/o THE MANu- 
FACTURING CONFECTIONER, 400 W. 
Madison St., Chicago, II. 





SUGARLESS CANDIES AND 

SUBSTITUTES, Retail Candy 
Maker wants position, with World 
War No. 1 experience in making and 
supervising the manufacture of candies 
when it was necessary to use sugar 
substitutes. Have made a number of 
items entirely sugarless and use dex- 
trose successfully. Please state what 
equipment you have in your shop or 
factory, also salary you pay. Have had 
several years of store management and 
buying. Am American, and_ sober. 
Married. Address C-3422 c/o THE 
MANUFACTURING CONFECTIONER, 400 
W. Madison St., Chicago, III. 





POSITION WANTED: Sugarless 

manufacturer. Superintendent exper- 
ience in producing highest of quality 
and quantity at minimum cost, with 
steel mogul and Staker and modern 
equipment. Specialized in cream cen- 
ter, and hard center. Full line gum 
dept. and jellies. Full line of marsh- 
mallows, dept. fudge, fondant cream 
in full. Mazzetta, crystalize cream 
wafers, and bon bons, cream asst. Full 
line 5c bars and Ic line. I have also 
experience to speed up the production 
and can control help. Best reference, 
position must be steady. Write Box 
D-4421, c/o THe MANUFACTURING 
ConFEcTIONER, 400 W. Madison 
Street, Chicago, III. 





POSITION WANTED—Pan fore- 

man 26 years experience. Expert in 
chocolate pan work, steam and cold, 
finishing and polishing general line. 
Best of references. Address L124112, 
c/o THE MANUFACTURING CONFEC- 
TIONER,. 400 W. Madison St., Chicago, 
Illinois. 


for July, 1942 





SALES REPRESENTATION 





WANTED: Representatives for new 

line of round paper boxes replacing 
tins. Made-to-order and stock lines. 
Liberal commission. Write immedi- 
ately. Address F-6422, c/o THE Man- 
UFACTURING CONFECTIONER, 400 W. 
Madison Street, Chicago, Ill. 





HELP WANTED: Salesmen repre- 

sent manufacturer pure Vermont 
maple products—commission basis— 
several territories open. Address Box 
D-4424 c/o THE MANUFACTURING 
CoNFECTIONER, 400 W. Madison St., 
Chicago, Ill. 





SALES REPRESENTATION : 

Brokers to handle lc and 5c items. 
Commission basis. Give references, 
list of manufacturers you represent and 
territory you cover. Address Box D- 
4425 c/o THE MANUFACTURING CON- 
FECTIONER, 400 W. Madison St., Chi- 
cago, Ill. . 





EXPERIENCED Candy broker cov- 
ering Virginia, North and South 
Carolina desires Penny and 5c number 
novelties, contacting the wholesale 
candy syndicate and department store 
trade regularly. Address C-3421, c/o 
THE MANUFACTURING CONFECTIONER, 
400 W. Madison St., Chicago, IIl. 





SALESMAN covering Pennsylvania 

excluding Philadelphia will consider 
taking on a short line or several good 
specialties on straight commission 
basis. Seventeen years experience and 
large personal following with the 
trade. Address K11415 c/o THE MANn- 
UFACTURING CONFECTIONER, 400 W. 
Madison St., Chicago, III. 





BROKER WITH associate, covering 

metropolitan district of New York 
calling on the confectionery jobbers, 
food distributors, chains, department 
stores and exporters, is seeking a gen- 
eral line of confectioner or specialties. 
Reliable service Guaranteed. Address 
H8419 c/o THE MANUFACTURING 
ConFECTIONER, 400 W. Madison St., 
Chicago, Illinois. 





MISCELLANEOUS __ 





FOR SALE: Retail Candy, Ice-Cream 
and Luncheonette establishment ; 
seats forty-four. Twelve successful 
years. High-class_ location, South 
Shore, Chicago. Gross 1941 sales $26,- 
500.00. Owner retiring. Price $2,000.- 
00. Address F-6423, c/o THE MANvu- 
FACTURING CONFECTIONER, 400 W. 
Madison Street, Chicago, IIl. 





Well est. (5 years) reta‘: wholesale 

Candy Factory, catering to dept. 
and drug stores, hotels, etc. Two fine 
retail stores also jobbing asstd. Allied 
ines. Due to health Pres. will sell two 
third interest (1/3 in escrow for very 
fine candy maker we employ). Un- 
usual opp. For hustler. Located in 
Wash., D. C. Write President, Chevy 
Chase Candy Co. 


MISCELLANEOUS: For Sale— 

Caught in Draft. Complete Home 
Made Candy Mfg. Plant equipped 
with refrigerated dipping and storage 
room, Ball cream beater and all neces- 
sary accessories. Established diversified 
wholesale business, with A-1 accounts. 
Low overhead and well stocked. A 
real money maker for one who likes 
to work with quality mdse. Buyer must 
have $2,500 in cash. Must sell quick. 
Located in Columbus, Ohio. Address 
E-5421, c/o THE MANUFACTURING 
CoNFECTIONER, 400 W. Madison St., 
Chicago, IIl. 


CANDY FACTORY for sale or lease. 

Complete set-up for Hand-dipped 
and machine-dipped chocolates, also 
bars and packaged goods. Equipped to 
turn out from 5000, to 20,000 Ibs. per 
day. Located in Chicago. Address C- 
3426, c/o THE MANUFACTURING Con- 
FECTIONER, 400 W. Madison St., Chi- 
cago, Ill. 





MISCELLANEOUS: NOVELTY 

PACKAGE MANUFACTURERS 
—We have for sale a good stock of 
small Novelties for use in penny pack- 
ages also LUCKY ROLL WRAP- 
PERS and BOXES, the right to use 
of this famous name to go to the 
purchaser. John H. Dockman & Son, 
Inc., 810 Light Street, Baltimore, Md. 
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Accuracy-Reliability-Authority 





Ir IS important to keep abreast of events in your 
industry if you want to maintain a good competitive 
position. Your business publication, the one actually 
covering the field of your interest, brings you essen- 
tial information at a minimum of time and expense 
to yourself. 


In THE MANUFACTURING CONFECTIONER 
you have a publication which keeps you so 
informed — reliably, accurately, regularly. 
It deserves your support. 

Candy men actually on the production line 
know that THE MANUFACTURING CON- 
FECTIONER is their most authoritative 
source on what's what and why in candy 
production and processing methods and 
procedure. They endorse it wholeheartedly. 


Y OU, too, should join the ranks of the progressive 
manufacturers who read the Industry’s only publica- 
tion dealing exclusively with the manufacturing 
branch of the Candy Business. 


SUBSCRIBE TODAY! USE COUPON BELOW! 


THE MANUFACTURING CONFECTIONER PUB. CO. 
400 W. Madi St., Chicago, Ill. 





Please enter my subscription as indicated— 


1 year, $3.00 [1 2 years, $5.00 [J Canadian, $3.00 0 
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Robert Whymper’s Treatise on 


CHOCOLATE Fat-Bloom 


What Causes it... 
How to Prevent it... 


For the technical man-- 


After establishing the fact that cacao butter is largely to blame for fat-bloom, or “graying.” the 
author describes various fractions of different melting points in cacao butter, also crystalliza- 
tion and the part it plays in fat-bloom. The influence of nut-oil and milk-fat on the tendency 
to form fat-bloom is discussed. 


For the practical man-- 


Human and physical characteristics in manufacture, as well as storage conditions, all having 
a bearing on fat-bloom, are discussed in detail. 
Mail the coupon 


This book has received the generous endorsement aa a ale ne ea aa Oe eet en ae 
of acknowledged authorities and should be a part 


THE MANUFACTURING CONFECTIONER PUBLISHING CO., 
Daily News Building 


of your library. Chicago, Il. 
We enclose check in the amount of $..........cc0s:ccsee to cover 





Problem of Chocolate Fat-Bloom.” 
(Price in U. S. A. $2.50 per copy. Foreiqn $3.00) 
Mail copy to: 


The Manufacturing Confectioner 
Publishing Company 


DAILY NEWS BUILDING, CHICAGO, ILL. 
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O1L OF LEMON 
uU.S.P. 


Fovecas#::- 


SUPPLY — Adequate for all normal uses 
QUALITY — Unexcelled 


PRICES — Fair at all times 


Exchange Oil of Lemon is made by the 
world’s largest group of Lemon Growers 


WOW OUTSELLS 


ALL OTHER BRANDS COMBINED 


Sold to the American Market exclusively by 


DODGE & OLCOTT COMPANY FRITZSCHE BROTHERS, INC. 
180 Varick Street, New York, N. Y. 76 Ninth Avenue, New York, N. Y. 


Distributors for: CALIFORNIA FRUIT GROWERS EXCHANGE, PRODUCTS DEPARTMENT, Ontario, California 
Producing Plant: Exchange Lemon Products Co., Corona, California 





